Ranana Split hour at Cunningham's: Where do they find so many customers? Page 37. 
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Convention Plans 
€ Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 
. Skits 
Here's fidelity. with economy. A lot of money can ln ~aved by pro- Cartoon Comedies 
fessional treatments with miniatures. You ean have a faithful) rep- 


' 


resentation of vour products in the actual circumstances of their use. 


Picture vour product dramatized. The “right” model or miniature can 


do areal job for your business. 

Vhat's where Jam Handy ONE-STOP SERVICE comes in 
ie for the 
requires fidelity. of presentation with maximum eflicieney in’ produe- 
Phe Jam Handy Organization is 
setup to handle visual presentations in any and every form. 


. making 


weurate models and miniatures “to order” business whieh 


tion. Without farming anvthing out. 


Phis hind of complete service is just one of many values vour business 
Jam Handy. This ONE-STOP SERVICE eliminates the 
worry and much of the rush. [tsaves time .. 


can get trom 
Jsaves costly extra account- 


ing and waste motion. You'll find vour job done easier. better at less cost. 


et vour nearest jam Handy offiee prove this to vou. 


JAM HANDY 
Cyan; 
(Hfices 5 


NEW YORK 13 
1775 Broadway 


WASHINGTON 6 
1730 H. Street, N.W 


DAYTON 2 
310 Talbott Bidg. 


DETROIT 11 
2821 £. Grand Bivd 


PITTSBURGH 22 
930-932 Penn Ave. 


Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 
Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 
Tape Recordings 
Disc Recordings 
Promotion Pieces 
Poster Charts 
Banners 

Training Devices 
Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 
Colored Film Production 
Field Surveys 
Convention Supervision 
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ADVERTISING 


Leading Advertisers Look for Larger Sales 


Half of those surveyed by ANA plan to boost ad budgets. 
Pillsbury’s president urges sales-minded top management. 
Research Foundation expands. Nunn is ANA chairman. 


CORRESPONDENCE 


The ABC's of Effective 
Sales Letters 


Let’s not bore people with corny, or historical, or slow-witted 
opening sentences. Like the first five seconds of a salesman’s 
presentation, the take-off either commands attention or loses 
it. No. 4 in a series of 6 articles. 

By Charles Bury,. Correspondence Consultant, Charles Bury 
& Associates 


INDUSTRIAL DISTRIBUTION 


10 Ways Distributors 
Rate Your Pricing Policies 


Six of the 10 ways deal with the annoying manner in which 
manufacturers handle paper work. For example: The chain 
discount sheet instead of net prices. There is also a growing 
interest in decimal pricing and packaging. 

By Louis H. Brendel, Merchandising Director, James Thomas 
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MANPOWER PROBLEMS 


A President's Letter 
To a Junior Sales Executive 


A young man with ambitions to advance to a sales manager- 
ship gets a heart-to-heart message from the front office. Mor- 
ris Pendleton, president of Plomb Tool Co., tells what it 
takes to win—and hold—the top sales job in an aggressive 
growing company. 


MARKET ANALYSIS 


New SM Study Shows 
Big Market Shifts 


Where are the best markets for your product—big cities, 
medium size or small? Which ones are best for volume, 
which are highest in quality? 


MARKETS 


The Gift Market in 50 Consumer 
Items: Some New Estimates 


Don’t think of the gift. market as revolving largely about 
holidays. It is—or should be—a year-around proposition. 
Gift-giving arises largely out of family life, and high mar- 
riage and birth rates are enlarging the scope of the market. 
By Peter B. B. Andrews, Former Industrial Economic Ad- 
viser, U.S. Government 


PACKAGING 


Leok at These Packages: They 
Revolutionized a Sales Plan 


Bonner Packing Co. had gone along for threescore years 
packing mostly private brands. Then they decided to push 
for more volume under their own name. First step was a 
re-do on packages—and thereby hangs this exciting story. 

By Elsa Gidlow 


SALES MANAGEMERKT 


vaste he ES ae 


RETAIL MERCHANDISING 


Cunningham's Catches Your Customers 


Saturation campaigns for known brands, seven days a week, 
backed by super promotions and hard-hitting sales contests, 
keep $40-million drug chain group moving 15,000 products. 


oS, Pest 


Employes, owners and suppliers all profit with Cunningham’s. 37 
SALES AIDS 
"Baby" Cars Help Chewvie Dealers 
Show All Models and Colors 
Twelve authentic miniatures representing seven body types 
and 12 colors serve three purposes: They’re sales tools ... 
they make up a showroom or window display .. . and be- 
cause each is made up as a toy bank, they’re effective give- 
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SALES CAMPAIGNS 
"Coffee Time" Is a Smash Hit; 
National Distribution Coming 
A new carbonated coffee beverage introduced in Boston on 
January 26, 1951, already solidly entrenched in New England, 
is on its way in the big New York market. It’s largely the 
brain-child of Herbert Soble, a man who loves coffee. 
By Bernard Gy Priesey sco diec esc vewicessdesowseav asics 56 
Show-and-Sell Drives, Sparked By 
Contests, Mine Pay Dirt for West 
Behind the “Show-How” is a program for improving the 
“Know-How.” It was developed by inducing the salesmen 
to pool their best sales ideas, then using the results as the 
basis of training. The plan is opening thousands of new 
accounts. 
Based on an interview by A. B. Ecke with William Flatow, 
Jr., Assistant to the General Sales Manager, West Disinfect- 
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SALES PROMOTION 
Teen-Age Salesmen Star in 
Proctor Kids’ Day Promotions 
Proctor Electric Co., Barker Brothers store, and other appli- 
ance manufacturers test an idea for building traffic by letting 
youngsters do the demonstrating. Customer votes determine 
the winner of a $100 scholarship award. 
Based on an interview by Terry Armstrong with Walter M. 
Schwartz, President, Proctor Electric Co. ...4.0..0605 000% 48 
Bank Finds a Rich Market: 
80,000 Thrifty Kids 
Dollar Savings Bank, New York, is demonstrating how to 
take the traditional stuffiness out of the banking business .. . 
and is enjoying robust health as a result. Its school campaign, 
reported here, is a sample of its expert merchandising methods. 
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THE GREATEST 
PURCHASING POWER THE 
WORLD HAS EVER KNOWN 
APPRECIATIVELY ENVISIONS 
THE SCOPE AND SERVICE 
EXPERIENCED BY USE OF 
THOMAS REGISTER 


For many years Uncle Sam has given 
Thomas Register a Contract at regular 
subscription rates... (exclusive in its 
field) .. . for one or more copies of each 
edition for substantially every important 
government procurement office. It has 
also forwarded T.R. to all Consulates 
and other important government trade 
agencies throughout the world. Over 
1200 copies of the current 1951 edition 
to U.S. Government alone. 


Yet, this vast purchasing potential uses 
only a fraction of the total T.R. edition, 
95% of which is subscribed to and paid 
for by important private industry — 
representing, in addition to the enor- 
mous government buying, more than 60% 
of the total industrial purchasing power 
of all U.S. private industry. 


HABITUALLY CONSULTED BY ALL DEPARTMENT 


HEADS, REPRESENTING 60% OF THE TOTAL 
INDUSTRIAL PURCHASING POWER OF THE JU. S., 


WHO ARE CONCERNED WITH WHAT TO BUY & 


WHERE TO BUY. 
96% ABC Paid Circulation 


THOMAS 
REGISTER 


461 EIGHTH AVENUE e NEW YORK 1, N. Y. 
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Where, oh where, is my Billy-boy ? 


Sometimes even your best salesman can have too 
many calls to make. Give him a break, give your 
business a boost ... put Nation’s Business on the 
job. Biggest of all fine magazines for businessmen, 
Nation’s Business calls on three-quarters of a mil- 
lion of them every month—by invitation. It covers 
85% of the big firms, 47% of their top echelon ... 
dominates the $127 billion small business market. 
Mass coverage like this means more calls on more 
prospects in any state, county, city, trading area... 
or any salesman’s or dealer’s backyard. Ask your 
agency for the NB story today. Nation’s Business, 
Washington 6, D.C. 


mass coverage of business management 
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SYLVANIA WOOS THE YOUTH MARKET 


Out of a full-blast program planned and in operation 
by the Photolamp Division, Sylvania Electric Products, 
Inc., may come tomorrow’s professional photographers. 
For the program, designed by the Division to encourage 
the nation’s youths to take more pictures, makes photog- 
raphy such an interesting and satisfying hobby that hun- 
dreds of lads and lasses who never held so much as a 
Brownie are using flash bulbs to record their college 
parties, dances, etc. 


John S. Williams, advertising manager of the Division, 
says that the program is distinguished by three innova- 
tions: It’s a sales operation in which youth sells youth. 
With the assistance of the Gilbert Youth Research Or- 
ganization the Division is establishing an auxiliary sales 
force—a wing made up of student representatives. In 
the second place, it’s a technique for getting the actual 
product, photo flashbulbs, into the hands of potential 
users. This means the promotion of “snapshot parties” 
for teen-agers, prep school and college students. Third: 
It’s a device for sustaining the impact of the Division’s 
advertising. And the Division makes available, for 25 
cents and an outer wrapper from a package of Sylvania 
Superflash Photolamps, a “School Daze’ snapshot album, 
holding 120 snapshots, and a natural for promoting the 
hobby of snapshot collecting. 


With this program Sylvania intends to convert student 
boys and girls into snapshot fans, pave the way for re- 
peat business for camera and photo supply dealers, co- 
ordinate all advertising and promotional efforts to gain 
the greatest selling power, create dealer participation in 
the School Daze program by providing the dealer with 
a tested approach and sales aids for attracting young 
people into his establishment. 


It’s an ambitious program and Sylvania knows that to 
make it a success it must offer inducements to young 
people. So the Division tested the idea last spring when 
it underwrote a “snapshot” feature for the freshman- 
sophomore prom of City College of New York and the 
spring dance of the Phi Kappa fraternity, Manhattan 
College. For each of the functions Sylvania arranged for 
the loan from Macy’s of 200 simple box cameras equipped 
with flashbulb holders. The Division supplied—free— 
batteries, film and some 2,000 flashbulbs. Then the com- 
pany sent personnel to work with the dance committees 
in arranging such highlights as the “snapshot queen con- 
test,’ and “flare dances.” And to prolong the effect of 
this see-for-yourself operation, the Division even devel- 
oped some 1,500 pictures without charge and held a 
“best photo contest’ at both events. Prizes: Sylvania 
portable radios, 


Sylvania was trying to prove that you don’t need to 
be a professional with expensive equipment to take good 


flashbulb pictures. And it wanted to help crystallize a 
promotional plan which could be adapted by dealers. 


With a case history in its pocket, the Division then 
went all-out to sell dealers on the idea, had proof for 
nervous dealers that lending-out box cameras pays oft: 
Not a camera was lost or damaged, said the Division, at 
either of the two parties it had covered. 


So Sylvania accelerated its School Daze program, got 
the snapshot party idea rolling by suggesting to local 
dealers that they contact established student representa- 
tives in their area, contact local youth clubs and organiza- 
tions such as Boy and Girl Scouts and 4-H Clubs. And 
it showed dealers how to help develop campus representa- 
tives and recruit club and organization leaders for the 
promotion of snapshot parties. Through arrangement 
with the Gilbert Youth Organization, these student reps 
are provided with a copy of the School Daze album, an 
instruction sheet on how to approach a camera and photo 
supply dealer, samples of point-of-purchase material and 
copies of advertisements scheduled for national magazines, 
and an instruction sheet on how to run a snapshot party. 


The program is under way and is gathering a full 
head of steam: Indicative of the popular appeal of the 
School Daze promotional vehicle is the fact that the very 
first, and very brief, announcement on a radio program 
started requests for the album at an average rate of 
100 a day . and this before one inch of national 
advertising broke. 


EVERYONE IN THE - and pictures galore. 
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HOOSIER HANK 


T’S BIG!... 


the Indianapolis market 


No matter how you measure the size of your sales 
opportunity ... by population, buying income, retail 
sales, or percent of total U. S. potential . . . you, like 
“Hoosier Hank,” will find the Indianapolis market 
elephant-size . . . one you can’t afford to overlook in 
planning your sales campaign. 


Last year, for example, metropolitan Indianapolis 
ranked 6th among the nation’s 200 largest counties 
in effective buying income per capita.* Last year, 
metropolitan Indianapolis spent better than 
$650,000,000 on retail goods alone.* 


The Indianapolis Star and The Indianapolis News, 
Indiana's two largest dailies, give you saturation 
coverage of this wealthy metropolitan area. 

But that’s not all. They also give you an effective 
bonus coverage of the 44 surrounding counties. 


Combine the two and you have a market of more 
than 2,000,000 people, spending more than a billion 
and three-quarters a year. Yes, it’s a BIG market... 
rich, active, growing, stable ... and easily accessible. 
It's the nation’s largest inland market and it’s fully 
covered by The Indianapolis Star and The 
Indianapolis News. Write for full market 
information today! 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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HOW TO SELL A BRIDE 


Brides and florists have been getting together ever 
since the first florist recognized that Bride and Business 
are synonymous. But the florists — aided by Modern 
Bride—have carried things to the logical end: Now the 
magazine is creating floral weddings, everything from 
the bride’s bouquet, through the church and the bride’s 
table, down to the lapel posey for the best man. It’s a 
natural, this idea of showing florists how to re-create the 
lovely custom-created wedding flowers in Modern Bride. 


Brides, especially brides in small communities whose 
florists are willing but not up to New York standards, 
always have wished they could have a wedding as hand- 
somely decorated as those in the magazine. But hereto- 
fore they’ve had to depend on what the hard-working but 
—let’s face it—sometimes unimaginative florist has been 
able to conjure up. Or some well-meaning friend-of-the- 
family who likes to “fuss with flowers” has run amuck 
when confronted with church decoration. Results weren't 
always what could have been desired. 


Modern Bride had the know-how. And Florists’ ‘Tele- 
graph Delivery Association, boasting more than 9,000 
members all over the country, had the need. They got 
together and out of their collaboration came the plan 
which is making florists and brides very, very happy. 


Last April, in business magazines going to florists, 
FTD announced that working plans for Alyn Wayne's 
Modern Bride floral decorations, created for weddings, 
would be made available to all members. The pre-pub- 


Helpful Book, Free! e 


United 


Moving With Care Everywhere . 


book. Call him, write or wire United Van 


VAN LINES, ... i 


. . Over 400 Agents in U.S. and Canada cITY— 


licity consumer campaign started in June in Modern 
Bride. The idea: Using an elaborate kit, made availabie 
by FTD and called “More Wedding Business for FT) 
Members,” the member-florists could recreate all of the 
beautiful wedding floral plans as seen in the magazine. 
And since the magazine, a quarterly, gets into the hands 
of 125,000 prospective brides—all of whom buy it on 
newsstands—the florists had a made-to-order selling tool. 


The kit itself provides glossy prints of the weddings 
featured in the magazine, and a story which can be 
rewritten by local newspapers, or used as is. The story 
points up obvious advantages to prospective brides in 
using this member-florist as consultant for their weddings. 


In addition, a sample advertisement and accompanying 
mats are included. The florist can insert his own copy or 
run the ad as written. 


The entire plan was created for FTD by Grant Ad- 
vertising, Inc. Julian Murphy, who has co-ordinated the 
plan for Grant and FTD, says that newspapers, radio 
and TV give the program a powerful impetus. He 
showed us a fat scrapbook with stories on the program, 
from newspapers in Texas and California, Canada and 
Nova Scotia and all points in between. He feels that 
the program is a real “three-way-stretch.” 


In other words, the FTD helps the florists, the florists 
help the magazine by giving it a chance to wield influ- 
ence, the brides provide the florists with a whole new 
market, and the florists enable the brides to rest a lot 
easier the night before the big day. 


\ “The best move 
we ever made” 


United Van Lines agents get that 

welcome comment regularly. The 

reason: United Pre-Planned service 

smooths out all details and follows 

through on the job... .a boon to busy 

executives as well as to employees. Another 

plus in every United move of household 

goods, factory or office equipment is Sanitized 

—nationally famous process that safeguards 

cleanliness. There’s a courteous, capable United 
agent listed in your classified phone _- ~ 


United Van Lines, Inc. 

St. Louis 17, Mo. 

Without obligation, please send your 
20-page Picture Book, ‘“‘Moving with Care 
Everywhere”... with helpful moving ideas. 
NAME 


SALES MANAGEMEN’™ 


WHINFREY 


New Sales Jobs 


Perfection Stove Co. has announced 
the appointment of J. H. Rasmussen 
as v-p in charge of sales for all Per- 
fection cooking and heating appli- 
ances. . . . Plastic Film Division, 
Goodyear Rubber Sundries, Inc., has 
a new general sales manager: Ken- 
neth J. Plants... . A new post for 
Worthington Pump and Machinery 
Corporation’s C. E, Wilson. He’s been 
sales v-p. Now he’s consultant on 


West Coast sales problems. . . . Don- 


W. Lyon has been named manager of 
textile sales in the new Fiber Glass 
Division, Libbey-Owens-Ford Glass 
RO aon ol At The Flintkote Co., Hay- 
den A. Glatte has been appointed 
general sales manager of the ‘Tile- 
Tex Division. . . . In a series of pro- 
motions at Jantzen Knitting Mills, 
Don Kennedy has been named sales 
manager for the Sportswear. Bruce 
Sturm is the new sales promotion 
manager. The appointments were 
made known at the close of the com- 
pany’s International Sales Conven- 
tion held recently in Portland, Ore. 
... Charles G. Whinfrey, Jr. has been 
given a new post with Pennsalt 
(Pennsylvania Salt Mfg. Co.) : He'll 
be sales supervisor of the Agricul- 
tural Chemicals Department. . . 
Bruce Ashby has been named general 
sales manager at Kingan & Co.... 
\lastro Plastics Corp. has made 
Walter J. Friedman national sales 
nanager. . . . Frederick L. Devereux, 
Jr., Is now general sales manager, 
Oneita Knitting Mills. ... A. Hol- 
lender & Son has been streamlining 
s activities. As part of the operation 
David Seligson has been elevated 
‘-om sales manager to director of the 
ew Products Department and Paul 
Hollander has been made director of 
les in the New York office. 
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and their Ideas 


... and other executive appointments 


There’ve been a flock of important 
new executive appointments during 
the past fortnight: Arnold K. Brown 
was elected president and director of 
The ‘Transducer Corp., electronic 
subsidiary of American Machine and 
Foundry Co. ... In order to handle 
the increased volume of industrial 
and government electronic produc- 
tion, Philco Corp. appointed Joseph 
H. Gillies v-p and general manager, 
Government and Industrial Division. 
... At Monroe Calculating Machine 
Co. Fred R. Sullivan was promoted to 
v-p and assistant to the president. .. . 
Herbert Mayer, s.m. for Peter Pan 
Foundations, Inc., was elected a v-p 
but will continue to direct all sales 
activities. . . . Four new v-p’s were 
elected at Bostitch, Inc.: Emmett G. 
Gardner becomes executive v-p, John 
E. Scully, v-p for finance, Kenneth E. 
Joy, in charge of sales and John B. 


MARONEY 


Wynne, production. . . . The appoint- 
ment of Henry J. Arbeitter as v-p of 
Jerrold Electronics Corp. was an- 
nounced. . . . Edward J. Maroney, 
general sales manager, was elected a 
v-p of United States Plywood Corp. 
. . . Nuodex Products Co., Inc., pro- 
moted Arthur Minich to executive v-p. 
. . . At Hooker Electrochemical Co. 
Bjarne Klaussen was made executive 
v-p.... Filling a newly-created post 
—merchandising research director— 
for Gotham Hosiery Co., Inc., is J. 
W. Egan, Jr.... At General Electric, 
Harold T. Hulett was appointed assist- 
ant manager of marketing of the com- 
pany’s Major Appliance Division... . 
Edward J. Malvey was appointed 
manager of advertising in the new 
sales department organization of 


Chase Brass & Copper Co... . New 


PLANTS 


managers for various regions were 
announced by Iron Fireman Manu- 
facturing Co.: E. V. Crossin heads 
the southern region, W. J. Fritz, the 
Pacific Coast region and George 
Armour, central region. 


Viewpoints 


Said Roy H. Park, president, Hines- 
Park Foods, Inc., at the Sales Execu- 
tive Club of New York City: “The 
American people want to be sold and 
serviced on better food. . . . Our 
family life, our business contacts and 
our social activities are usually tied 
in with food and drink, but we have 
not sold glamor or the intangible 
benefits of good food. In fact, most 
newspaper advertising has all the 
glamor and taste appeal of these two 
words set in bold type: ‘T'wo No. 2 
cans—19c.’”’ He pointed out that 
“the last 10 years alone have seen 
advertising competition increase three- 
fold. It’s tougher than ever to get the 
show on the road.” But food indus- 
try and its ramifications, he added, 
account for 23 million jobs and “‘the 
[sales] potential is there, so is the 
money, and it [food consciousness | 


has to be sold.” 


RASMUSSEN 


FARM EDITORS 

ARE THE REASONS WHY FARM 
AND RANCH-SOUTHERN 
AGRICULTURIST PULLS 80% BETTER 


FRANK A BRI wry 
Editor in Chre 


, It’s no accident that FARM and RANCH-SOUTHERN 
eave, & AGRICULTURIST covers the range of rural interests in today’s 


lower South Editor 


Southland so completely — it’s a job done by men and 
women who know farm problems and farm living from A to Z. 


A team of 39 experienced editors creates, appraises and 


_ DAVENPORT 
Womon s Editor 


organizes every line of copy and every photograph that goes 
F into FARM and RANCH-SOUTHERN AGRICULTURIST. 


39 reasons why it outpulls the second Southern farm magazine. 
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Lupurtan peyle are busy peywe 


. and as busy people they tend to limit their 
magazine reading to the publications most closely 


keyed to their information needs. 


In the “news and management” magazine field , 450,000 
of these important people choose ‘‘U.S.News & 
World Report’’—and, finding that it fills their news 


q needs so exactly and so completely, they read it practically 


to the exclusion of the other publications in the field. 


ass News Magazine 


Accurate and impartial surveys show that among 
the subscribers to ““U.S.News & World Report” 90% do not 
subscribe to Business Week, 91% do not subscribe to 


Fortune, 91% do not subscribe to Nation’s Business, 
75% do not subscribe to Time, 86% do not subscribe to 
Newsweek. That’s why “U.S.News & World Report’ 
can say that it offers the advertiser an important 
market not duplicated by any other news 


or management magazine. 


U.S.News | SES, 
48 ’ 389 & World Report Lirst nits fidld in lg 


EWS MAGAZINE IN PERCENTAGE ADVERTISING GROWTH 
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London Specialties 
Co. reported that it 
sold 10,500 of a 
labor-saving aid for 
sewing machines 
within 2 weeks after 
it first offered 

them (at $1.00 each) 
in a campaign on 

the Chicago edition of 
THE HOUSEWIVES’ 
PROTECTIVE LEAGUE 
Most sales-effective 
participating program 
... anywhere! 


LONSOLIDATED 
is on the move! 


. to our new 215,000 square 
foot, all-on-one-floor plant in 
Nassau County. Our new setup will 
make us one of America's most 
modern and efficient lithographers 
better equipped and better 
able to serve you better. 


DNSOLIDATED 


Soon to be at Glen Cove er 


“The Swiatch Fa 


As Jimmy Durante says, let’s 
start off each day with a smile. The 


| Morrison Press has a scissors-grinder 


saying: ‘This is my very best season. 


| Things have never been so dull.” 


On “20 Questions,” Bill Slater 
offers to send a “crocodile wallet.” 
What, I wonder, does a crocodile 
need with a wallet? 


Eagle-eyed Reader Jack Scheetz 
spots Herbert Hambourger as chair- 
man of the golden jubilee convention 
of the International Stewards and 
Caterers Association. 


Among my pet peeves, include the 
eager beaver at the motel who takes 
off at the squeak of dawn, chattering 
as he piles the bags in the car, racing 
the motor in the cool of the morn- 
ing, and slamming the door as he 
gets behind the wheel to go through 
the gear-changes and out onto the 
highway like a sabre-jet. 


Olmstead & 
some definitions: 


Foley sends along 


Sales Meeting— 
Place where the account men run 
the advertising. 

Agency Conference— 
Place where the accountmen run 
down the sales force. 


Rising Sales Curve— 
What happens when the two above 
stop running down and _ start 
winding up. 


Jim Collins is intrigued by “One 
Spot,” sold on the idea that a little 
put in one place cleans the whole 
dog; and “Skip Bath” . no tub, 
no suds, rub it on the pooch, more 
time for Canasta. 


Memory Lane: The time Agency- 
man Joe Katz was browsing through 
a textbook on Advertising and came 
upon an ad he had cooked up when 
he was in retail work. A cut-caption 


| called the students’ attention to the 


novel effect achieved by having a 


BY T. HARRY THOMPSON 


rule-border on three sides only, in- 
stead of all around the ad. 

Then Joe remembered. The elec- 
tro of the complete ad had been too 
wide for a certain newspaper, so’ he 
had had it cropped on one side, which 
did away with part of the rule- 
border. He had been after no special 
effect ; just wanted to send the paper 
a plate that would fit its columns! 


HEADLINE PARADE 
All pleasant and accounted for.— 
Philadelphia Transportation Com- 
pany. 
She lives in Cleveland... 
in Utica—Utica Sheets. 


Million-dollar hold-up! (No clues in 
sight.) —Warner’s Bras. 


she sleeps 


For a perfectly beautiful time 
sun, sea, and Ayer.—Harriet Hub- 
bard Ayer. 


America’s best-dressed trains follow 
General Motors locomotives. 

Take a powder on  washday.— 
Article in Du Pont Magazine. 


“IT place economy among the first 
and most important virtues, and pub- 
lic debt as the greatest of dangers to 
be feared.”—Thomas Jefferson. 


Some time back, the column sug- 
gested a motto for Dan Cupid: 
“Love and Let Love.” I see there’s 
now a stage-play with that title. 

2 

Nir—“You say the swimmer slapped 
his face?” 

Wit—“‘Yeah; he said her swim-suit 


was skimpy, but it failed to show her 
prowess.” 


It is likewise true that chickens 
come home to roast. 


A Pittsburgh Paint coinage, 
think a fellow would feel rathe 
foolish asking the dealer for ‘‘a cai 
of Color Dynamics.” 


One of my favorite hates among 
the genteelisms is “adjacent to.”” Wh 
don’t they say “‘near’’? 
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One Great Metropolitan Newspaper — the 


Cleveland Plain Dealer 


supports all your dealers in 
this FOUR BILLION DOLLAR MARKET! 


MARION 


estat CLYDE == . 


ae BELLEVUE we 
6 mite ee peer coal, 
Be PAINESVILL pe 
"age GENEVA [ne 


= CONNEAUTE 4S 
SE, Sl orgs 


LAKE ERLE 


ONE newspaper — local coverage — ONE LOW COST 


(Cleveland) 26 Adjacent 

’ ; Cuyahoga Cy. County Area* 
The Plain Dealer’s Market Survey Total Retail Sales $1,547,706,000 $1,222,735,000 

od Department can assist you in check- ° , : ’ ’ 

ing your merchandising coverage Food Sales 392,224,000 290,386,000 
it § with current market data for Cleve- Gen. Merchandise Sides 235,613,000 100,135,000 
cl land. Write for information. Drug Sales ss 47,691,000 26,51 5,000 
Furn., Hsld., Radio Sales 81,637,000 57,977,000 
Eff. Buying Income 2,484,344,000 1,794,240,000 
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*Akron, Canton, Youngstown not included 


Figures —Sales Management Survey, May, 1951 


CLEVELAND 


-\PLAIN DEALER 


Cleveland’s Home Newspaper 
Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 


According to Pathfinder, Congress 
may have to permit a rate-boost for 
the Post Office Department: Post- 
cards from Ic to 2c, first-class letters 
from 3c to 4c, airmail letters from 
6c to 8c. Nothing ever goes down 


these days but hope. Adve 
7 KNO 

As this is written, the Kaesong tive ¢ 
keeps rolling along. Soy’ 


Wonder how a Polident model 
feels in an ad whose headline screams: 
“T wear false teeth’ ? 


| HOME CANNING: Firing a guy in 


7 Two billion | the home-office. 
dollar “Luckies taste better than any 


other cigarette!’ But, for some 
strange reason, Camels outsell them. 


As I almost said about Kaesong a 
few paragraphs ago, truce is stranger 
than friction. 
8 


A member of the Securities and 
Exchange Commission, I presume, 
won't drink champagne that doesn’t 
have “SEC” on the label. 


Tessie O’Paque isn’t exactly a 
lush, but she says a nip in the air is 
definitely not worth two in the bottle. 


Bethan 90, 000 | spot CASH: What a dry-cleaner 


gets for his services. 


ex® television | 

f ae : When a fellow doesn’t get that 
| dealership he wanted, you might say 
| he missed the boat. 


You can always tell a college 
man, says Perkins Bailey, Look’s 
menswear editor. But, as the bearded 
cliché has it, you can’t tell him much. 


| 

| 

| 

| 

} 

| 

| 

FIGUREHEAD: Nasty crack about 
| a chief accountant. 
| 

| 

| 


From Los Angeles, Hal Johnson 
writes to say that, in the ’Forties, the 
usual response to the query: “How 
many people work in your defense- 


. > 
*based on latest Mem- , 
phis distributors’ 
figures > 


National Representatives 
Memphis: ONLY plant?” was “About half of them.” 


The Branham Company 
Owned and operated by » 

Te Comment Apes =| TV Station | Today, he thinks the reply should be: 

CHANNEL 4 e MEMPHIS WMC WMCE WMCT | “About one-tenth of them.” He 

AFFIL — win - ' NBC thinks management would like to fire 

so affiliated wit 2 ” : . 

CBS, ABC and DUMONT * | the “lazy bums, but is hamstringed 

Sosa | by the so-called hiring halls that still 

> 4 ' control the basic problem. 
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Advertisers of bus, rail, ship, air lines; hotels, luggage, 
travel togs, sporting goods, read: FLORIDA—THE 
NATION’S TOP VARIETY SHOW-—another excit- 


ing family travel feature. 


Advertisers of insurance, read: WHAT YOU SHOULD 
KNOW ABOUT FAMILY INSURANCE-—an informa- 


tive article on family protection. 


So you see, Family Service not only attracts above- 
average readers— but it also leads them to favor your 
product or service—gets them of a mind to buy. 


Don't forget: The American Magazine — Family 
Service—2'2 million above-average families anxious 
to buy. In The American, your advertising costs less, 
because The American lives longer and pushes harder! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. Publishers of The American Magazine, Collier’s, and Woman’s Home Companion 
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FROZEN FOOD USE 
SHOWS WIDE SPREAD 


The extent of family use of various 
types of frozen food in St. Paul shows 
a wide variation. 
Type of Frozen Food St. Paul %o Family Use 


Vegetables 46% 
Fruits 42% 
Orange Juice 27% 
Poultry 24% 


Keeping the St. Paul picture in mind, 
it is interesting to compare the family 
penetration by these food types in 
the 15 markets where comparable 
Consumer Analyses are made. Note 
how the 15 markets are numerically 
distributed by per cent of buyers for 
each type: 


Per Cent 
of Buyers 


70-79% 
60-69% 
50-59% 
40-49% 
30-39% 
20-29% 
10-19% 

1- 9% 


TOTAL 15 15 
*Not covered in one market. 


Orange ' 
Vegetables Juice Fruits Poultry 


| owwn-! | 
heme 4 


1 
5 
2 
6 
— 


— 
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The data given above is taken from 
the 1951 Consolidated Consumer 
Analysis and points out vividly local 
market variations both among and 
within these frozen food classifica- 


tions. 


Because in each classification _ one 
market stands above the rest it 1s 
logical to ask, “Is this the same mar- 
ket in each case?” “No.” Here is 
the leading market for each classifi- 
cation with its per cent of family use: 


Frozen Vegetables . .. .Washington, D.C.—78% 
Srenee Grange Juice. .Washington, D.C.—58% 
Frozen Fruits St. P —42% 
Frozen 


Local factors are operating in these 
markets to give each a superior de- 
mand for a specific type of frozen 
food ... in other words, “Frozen Food 
Business Is Local.” 


The Consumer Analysis is a brand 
preference study of the St. Paul 
Market. One hundred and _ fifty 
major classifications are included, 
with data on both primary demand 
and brand standings. Obtain current 
data on the products in which you 
are interested. Please specify the 
classification (s) and write Consumer 
Analysis, Dept. 11-G, St. Paul Dis- 
patch-Pioneer Press, St. Paul 1, Min- 
nesota—the Northwest’s Morning, 
Evening and Sunday newspaper with 
the market tailored circulation. 


StPant Dispateh; : 


—YAILOR MADE CIRCULATION _ 


' 
* 


pany 


WASHINGTON 


Cullen B 


eS 


Congress Mulls Stiffening 


Of Pure-Food Laws 


Before the year ends, there will be 
a congressional report on what to do 
about all the chemicals we're forced 
to eat—the dyes, the emulsifiers, pre- 
servatives and flavors which are put 
into just about everything. Hearings 
on which the report will be based 
are full of apprehension, of question- 
ing whether the appeal to the eye, 
delight to the touch, satisfaction of 
the taste, which chemistry gives to 
food, aren’t counterbalanced by dan- 
ger to health. Such a report may make 
headlines. 

There may be more to it than a 
story in the paper and a mention in 
a broadcast some morning or after- 
noon. The report, no doubt, will 
recommend that a law be passed, a 
relatively mild law probably, that the 
Food and Drug Administration en- 
dorse new chemicals before they are 
introduced. To put through a law 
congressmen must emphasize urg- 
ency. This emphasis can be built up 
by telling what some chemicals did to 
laboratory rats—lurid stories bound 
to scare the pants off people. 

So, for both food processors and 
chemists there’s a problem. There’s 
first the old one that they’ve always 
been aware of: making sure that their 
products are, indeed, safe. Now, 
there’s more. How can the manu- 
facturers assure their customers that 
they’re only being fed, not poisoned, 
without also implanting and spread- 
ing that suspicion. 

Processors testified that the diff- 
culty will get more acute. You find, 
let’s say, an emulsifier for your cake 
or your cake mix. Experiment has 
shown that a person eating a piece 
of it at each meal, plus a fourth bed- 
time snack, would stay healthy. 
Could you want more assurance? The 
answer, regrettably, is ‘Yes.’ Simi- 
lar chemicals later will find their 
way into bread, soup compounds, and 
a half-dozen other foods, so that a 
person will absorb more of it than 
you allowed for in that test. 

Moreover, the chemical industry, 
not to mention chemical science, is 


growing. Department of Agriculture 
experts point out that without chemi- 
cals there simply wouldn’t be enough 
to eat: Produce would rot on the 
ground and food mold or ferment on 
store shelves if it ever reached the 
shelves. Nor would people want to 
eat what’s “pure”. There are entire 
industries devoted to finding the ap- 
propriate yellow for margarine and 
winter butter, the green of mint 
jelly, the bright red of the cherry 
that decorates a fruit salad; textures 
and flavors, as well as color, have 
been fabricated. The Department of 
Agriculture, by canvass, discovers 
what people like or dislike about the 
corn, apples or tomatoes they buy, 
after which the chemists, in their own 
and in private laboratories, get to 
work. It’s not surprising that about 
200 additions to the chemical diet are 
found and proposed for use each year. 

Throughout the country, in uni- 
versities and elsewhere, are labora- 
tories presided over by men with 
Ph.D. degrees, plus-lifetimes of pa- 
pers on all sorts of intricate re- 
searches. They test the chemicals— 
briefly, by feeding them to rats, dogs, 
monkeys, etc. For a year, they’ve 
been testifying before the Congres- 
sional Committee. 


Try It on the Rats 


Their experiments are not uni- 
form. The ideal test is to feed the 
chemical to several species throughout 
their life spans (There are those who 
insist on several generations. ), killing 
off some of the animals periodically 
and examining their corpses. A food 
processor considering the purchase 
and use of a new chemical approaches 
this, but telescopes it somewhat. 
Sometimes, the telescoping is rather 
thorough: Only one species will be 
watched and then only through part 
of its life span; instead of periodic, 
complete autopsies, only a_ single 
characteristic, such as weight, will 
be checked. This happens when the 
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OCTOBER ISSUE HITS NEW DOLLAR HIGH 


Sales record impresses Sam Thompson of The Borden Company 


Again advertisers tell our latest success story for 
us. This time by investing more money in the COMPANION LEADS 4 WAYS 


. . An ind dent dershi * sh that a th 
October CoMPANION than in any other issue dur- W nGapORTENs COUN Gey” Saw Cat emeng Ce 
four leading women’s service magazines, out of every 


ing our entire history. thousand families, the COMPANION reaches: 


What convincing proof that the COMPANION is a 1. MOST “young marrieds,” age 21 through 35 


‘ z 2. MOST families earning from $3,000 to $10,000 
powerful selling force that helps move mer 3. MOST families with children 


chandise! 4. MOST children per family 


- . *Conducted in 136 scientifically selected cities and rural areas by 
Good reason why COMPANION representative Tom Stewart, Dougall and Associates, foremost research organization. 
Peirsel has captured the attention of Sam Thomp- 


son, Advertising Manager, Grocery Products 


Division, The Borden Company. 
Yes, get the facts—and you'll come to the . Yan Q-Hme 
COMPANION. 


CIRCULATION: MORE THAN 4,000,000 
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-WHEN WE SAID WE WOULD FLY FREIGHT 
AT AIR EXPRESS SPEEDS WITH RAIL EXPRESS RATES. 


Compare these 
Flying Tiger scheduled 
air freight rates: 
Sample 100 Ib 


tates from 
West Coast to 


Phila~ [New York- 


Chicago | geiphia | Newark 


Flying 
Tiger Air 
Freight 
Air 
Express 
Air 
Parcel 
Post 
Call or write today 
for commodity rates 
on your products. 


$10.50 | $14.40} $14.70 


77.40} 77.40 


72.03 | 80.00} 80.00 


HERE’S HOW YOU 
SAVE 10 WAYS 


With Scheduled 
Air Freight Service: 


Flying 7g 


a better WaY wi 
of buying, 


Flying Tiger scheduled 
air freight takes your 
products across the 
nation overnight. 35 fast 
air freighters take single 
loads up to 20,000 pounds 
and are at your service 
365 days of the year. Air 
Freight is our exclusive 
business—we do not 
carry passengers, mail 
or express—instead 
your freight carries top 
priority all the time. 


Little or no crating. 


Lowest record for 
loss and damage. 


Lower insurance cost. 


Highest insurance 
protection. 


Reduced warehousing. 


hipping: 
a better wa 


Flying Tiger scheduled 
air freight gives you 
door-to-door delivery. 
The Flying Tiger 
Advance Manifest Sys- 
tem enables immediate 
cargo identification and 
location at any time dur- 
ing transit. Freight on 
Flying Tiger freighters 
requires less crating 
than any other method 
of transportation — in 
many cases no crating 
at all. 


Lower inventories. 


Faster turnover of capital. 


Overnight service 
on products and parts 
across the nation. 


No terminal tie-ups. 
Door-to-door delivery. 


ZO, luce. 


a better way 
y of selling, 


anything. 


GENERAL OFFICES: LOCKHEED AIR TERMINAL, BURBANK, CALIFORNIA 


Agents in principal cities throughout the world. 


| works, 
| describing these experiments. 


| ter and eggs, you get something 
| industry. 
| as they’re being cut. 


| laughingly apoligizes for these acci- 
| dents and is assured that, for a cake 


| experimenter must meet a deadline in 


defense of a product. 

Another technique is to take one 
species and vastly overdose it with 
the preparation itself or some ingredi- 
ent, discovering that the chemical is 


| fatal. This experiment is appropriate 
| to the product of a competitor. 
| ally, similar 
| with common, 
| foods, such as fruit juice, salt, etc., 
| from which you learn that nature is 
| deadlier than chemistry. 


Fin- 
overdosing is repeated 
acceptedly “natural” 


A company 
whose product has been given the 
as just outlined, replies by 
As the war 


ended, practically 


| every big company noticed the grow- 
| ing popularity of cake mixes. Quaker 
| Oats decided to get into the field. 
| Its technical men were told to put 
| together the best they were capable 


of and not to skimp on ingredients, 
Now, by just being lavish with but- 
good 
enough for kitchen, not for corporate, 
Such cakes may sag in the 
middle, stick to the pan, or crumple 
A_ housewife 


so delicious, they don’t matter; such 


| tolerance doesn’t extend to commer- 


cial products. Appearances, Quaker 
Oats found, could be saved only by 
emulsifiers and, after several slips, the 
company settled on Span and Tween, 
made by Atlas powder. Before the 
papers were signed, its technicians 
asked for and examined Atlas’ tests 
for possible toxicity, which they sup- 


| plemented by several of their own. 
| Laboratories, 


and their litters too, 
were autopsied and examined. There 
was nothing amiss. 


Swift Gives "LD-50" Routine 


Swift, which sells a competing ad- 
ditive, put —Tween—though not the 
exact one used by Quaker Oats— 


_through something much more rug- 
| ged, and reported the results to the 
| Congressional Committee. Swift gave 
| it to rats under what’s known as the 
| a) a 
| the dosage that will kill half the 
| ° . 

| animals. The test is a standard source 


routine, which is finding 


of leads, telling the experimenter 


| what injuries to look for in subse- 


quent milder tests, which, however, 


| Swift did not go on to make. LD-50 
| revealed all sorts of deleterious re- 


sults, which the papers picked up. 
Since there’s a lethal dose for a great 
many things people eat, its existence 
for Tween couldn’t rank as a major 
discovery. 

FDA 


Meanwhile, was holding 


_hearings—on bread emulsifiers and 


(Continued on page 144) 
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Billions of Dollars per Month, Seasonally Adjusted 


ians 
rests 
sup- 
wn. 
too, 


here 


INTRODUCING A NEW FEATURE 


In résponse to heavy readership demand, we inaugur- 
ate in this issue a monthly chart on current trends in 
industrial sales, similar to the chart on retail sales which 
appears in the first-of-the-month issue. In the chart below 
we trace the movement since 1939 in manufacturing 
sales and inventories, based on data published by the 
Department of Commerce. Dr. Jay M. Gould of Market 
Statistics, Inc. will supervise the current projections of 
these series and will make available the most up-to-date 
information. We also provide a third series in which 
sales are adjusted for changes in the wholesale price of 
manufactured goods. Such a deflated series is useful in 
getting a realistic perspective on current industrial trends; 
for instance, it may come as a surprise that in terms of 
unit volume, we have not, even in the current boom, 
been able to match the level of industrial sales reached 


in 1944, 


Sales shipped by manufacturers in September are esti- 
mated to run about $22 billion (adjusted for seasonal 
change), which represents a 7% drop from the 1951 peak 
reached in May. This decline is in contrast with con- 
tinued gains in factory inventories. Such a divergent 
movement is unusual and may be a harbinger of further 
declines in production unless there is a speed-up in de- 
fense production. Yet new orders remain high ard dollar 
sales of durable goods are at peak levels. The sluggish 
movement of industrial sales is entirely accounted for 
by continued declines in nondurable goods, which ac- 
counted for 56% of total factory sales in September, 1950, 
but only 51% in September, 1951. 


SIGNIFICANT TRENDS 


As seen by the editor of Sales Management for the fortnight ending October 15, 1951 


This chart on Industrial Sales and Inventories will 
appear in future mid-month issues, and commencing in 
November, readers should look for both sales charts 
toward the back of the book instead of here in Significant 
Trends. 


THAT BUGABOO OF INVENTORY 


Retail inventories, too, are at an all-time high, and 
this is reflected in smaller and less frequent new orders. 
Probably a major reason for so many manufacturers 
being shocked and surprised by the letdown in orders is 
that they assumed too much—assumed that the merchan- 
dise purchased so eagerly by wholesalers and retailers 
from July, 1950, to the early part of this year was being 
passed on to consumers. 


While we have plenty of purchasing power, full em- 
ployment, and no threat of an actual buyers’ strike, most 
families are in a position to “sit it out” on all manner 
of postponable items, and more or less dictate price, 
quality and terms. Now, more than ever before, it is 
important to know the condition of dealers’ stocks and 
the temper of the people. 


Would a smaller size sell better? . .. Or would people 
jump at the savings possible in the “‘jumbo” size? . 
Is this the time to bring out a brand new model?... 
Have we priced ourselves out of the market? ... If we 
should bring out new models, would we be “sticking” 
dealers with a glut of old merchandise? 
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cially TV sets. If you fail to read the fine type or incor- 
rectly interpret a tricky phrase you get the idea that not 
only do you have to pay nothing down but everything’s 
free for two years. 


These and many similar important questions can be 
answered with the aid of field reports from your own 
men and/or by independent research agencies. We said 
with the aid of.” Such reports aren’t going to give all 
the answers, aren’t going to take the place of judgment 
based upon experience, but without them judgments are 


. . The Milwaukee Journal did do something recently: 
more likely to be faulty. 


they worked up a code for distributors and _ retailers 
which bans 10 misleading ad practices. The Journal's 


_Salesmen’s reports can be valuable in getting a true 
line on inventory conditions in the stores, but only if 
they are completely factual. A report that a dealer is 
“loaded up” may mean nothing except that the salesman 
is giving himself what he hopes is a solid alibi for not 
having made a sale, but a report based on actual inven- 
tory, where he lists precise numbers and sizes of your 
merchandise and competitors’ merchandise in stock, will 
give you a real insight. 


Department store inventories are a fairly good indi- 
cator of the stocks on hand of ail retailers, and these 
hgures are available quickly after the close of each month 
through the Federal Reserve System. Write the Federal 
Reserve Board, Washington 25, D. C., for the (free) 
monthly Federal Reserve Bulletin covering the nation- 
wide total; write also each of the Federal Reserve Banks 
tor their monthly regional figures giving inventories and 
also sales figures for leading cities. 


THESE ITEMS INTERESTED US 


Defense Mobilizer Wilson says that other than mili- 
tary construction must be reduced, also fewer con- 
sumer durables can be made. Looks like a good time to 
see whether some of your consumer products could, with 
slight modification, be made suitable for industrial or 
military use. Apparently Washington will allow more 
CMP metals for non-consumer purposes. 


With both markets and materials undergoing rapid 
changes, and rising wages here and ahead, it’s more im- 
portant than ever before to know the break-even point 
and to get cost figures promptly. As the Research Insti- 
tute of America points out, “in making sales forecasts 
or planning production, you don’t need figures to the 
decimal point. You need them fast—and rough figures 
will be good enough .’ An investment in the most 
modern and rapid accounting machines is more than ever 
a sound investment. 


How different from the old days is some of today’s pro- 
motion advertising. Recently we commented on the 
astute thinking of the Metro Comic Group — tying 
their package in with TV to provide a fuller cov- 
erage of big markets. Now comes Look with a “challeng- 
ing thought for million-dollar advertisers.’’ Use all three, 
says Look: “$1,054,000 will buy 26 black and white 
pages in Look and Life and Post.’ This means, as they 
point out, every issue of their magazine and every other 
one of their big competitors. In days not distant no pub- 
— would mention his competitors unless to damn 
them. 


something about the mess 
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Many people have wondered why someone didn’t do 
and mess is a good word for 
it—of misleading local ads on home appliances, espe- 


reasoning — advertising can sell wanted, good-brand 
merchandise at profitable, reasonable prices. “We know, @ wi 
too, that there is no substitute for the truth.” his 
rov 
: so 
The average American had 45% more purchasing § the 


power in 1950 than in 1939, despite the fact that the 
dollar in 1950 was worth only 58% in terms of 1939 
prices. Personal income has risen 207% before federal 
income and other tax deductions since 1939, and 189% 
after such taxes. Your wife won't believe the foregoing, 
nor your secretary probably, and you may be wondering 
if its something about a couple of other fellows, but we § 
have it on authority of the research department of the 
U.S. Chamber of Commerce. 


B' 


CHAIN REACTION IN BUILDING 


A 40 minute color slide film prepared by The Maga- 
zine of Building shows that our $28 billion construction 
market sets off chain reactions which mean a direct sale 
of new furnishings and equipment not just once but many 
times over, as illustrated by this slide. A recent study in 
Levittown shows that each family moving into a new 
house starts as many as 16 other traceable shifts in resi- 
dence—almost every one resulting in the purchase of new 
furniture, new rugs, new draperies, new appliances, often 
even new cars. 


And what’s true for houses and furnishings is equally 
true for other types of buildings and for the durables 
used in them—like office equipment, store fixtures and 
industrial machinery. Moreover, new buildings set new 
standards: force the modernization of old buildings. Con- 
sider air conditioning as an example: No prewar New 
York office building installed air conditioning until com- 
petition from new buildings forced them into it. Now 
the Empire State Building is air conditioned and Rocke- 
feller Center is getting ready to follow. 


PHILIP SALISBURY 
Editor 
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When Nate Shapero opened 
his own drug store on bor- 
rowed money in 1918, he was 
so sure it would start a chain 
that he called it... No. I. 


‘Cunningham's Catches Your 


F the 


|Saturation campaigns for known brands, seven days a 


week, backed by super promotions and hard-hitting sales 
contests, keep $40 million drug chain moving 15,000 items. 
Employes, owners, suppliers all profit with Cunningham's. 


BY LAWRENCE M. HUGHES 


Antoine de la Mothe Cadillac 


© should see what Nate Shapero is do- 


ing to his Detroit. 

If M. Cadillac carried drugs at 
the trading post he founded 250 
years ago, these must have been a 
limited line of lotions and potions for 
the Indians. His canoes did not 
bring in 15,000 different items, some 


§ of which will even change the color 


of a scalp. 
In the city which emerged from 


s Cadillac’s trading post, Cunningham 


Drug Co. today operates 89 stores. 
These stores are estimated to do one- 


§ third of all retail drug business there. 


And in the suburbs which have 


s sprung from the city to embrace with 


it some three million people, and in 
other cities throughout busy southern 
Michigan, Cunningham’s is set to 
serve millions more. 

Nathan Samuel Shapero is proud 
ot the large vision and the endless 
energy of his native Detroit and 
Michigan, For 33 years he and his 
stores have contributed to them. He 
was hardly surprised to learn that De- 
troit and all 11 other major Michigan 
markets have long been starred among 
S\l’s “high spot cities” for current 
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retail sales activity. And it was more 
than coincidence, in SM’s 1951 Sur- 
vey of Buying Power, that Michigan 
last year led all states, except Ne- 
vada, in average per-family drug 
store purchases—with a rate of 42% 
above the national average. 

As chairman and president of Cun- 
ningham Drug Co., and chief spark- 
plug of an even larger drug store em- 
pire, Shapero at 59 is far too young 


OUR COVER PHOTO: Those bikes be- 
long to some of the “customers of to- 
morrow'—and today—attracted by Cun- 


ningham stunts, promotions and values. 


Still actively directing Cun- 
ningham, Marshall, Shapero 
and Schettler chains, Shapero 
gets a lot of help, ideas from 
Ches B. Larsen, executive v-p. 


Customers 


and active to sit back and rest on 
last year’s statistics. 

Cunningham’s itself is opening 
more stores and improving all its 
present 111. The wholly-owned 
Shapero chain of “quality” drug-and- 
toiletries stores in five large midwest- 
ern cities soon will be. augmented by 
another in a new Statler hotel out in 
an old Spanish town called Los An- 
geles. Also, Cunningham’s now owns 
47 Marshall drug stores around 
Cleveland and seven Schettler ‘“‘pre- 
scription” stores in the Detroit area 
—both of which it has operated for 
several years. 

In the fiscal year ended September 
30, 1951, all of these chains sold a 
combined volume of $40 million. 

But with a net profit after taxes 
of about $1.7 million on $30 million 
sales, the Cunningham-Shapero stores 
continued to be the most profitable 
major drug chain. In 1950, Cun- 
ningham-Shapero earned 5.8% on 
$25.5 million. Walgreen earned 2.2% 
on $163 million, Rexall 1.3% on 
$154 million, and United Cigar- 
Whelan .8% on $74.3 million. 

On that first Armistice Day, No- 
vember 11, 1918, a bit of vision com- 
bined with a bit of courage caused 
young Shapero, with $4,500 of bor- 
rowed money, to take control of a 
long-closed, cobwebby drug store in 
a rooming house neighborhood out at 
Cass and Ledyard, to call it Econom- 
ical Drug Store No. 1. Something of 
the same, in 1931, caused the still- 
neighborhood and -suburban_ Eco- 
nomical chain to get control of the 
foundering downtown Cunningham 
chain. Two years later, at the bottom 
of the depression, Nate Shapero had 
reason to ask, “What depression?” 

The previous Economical- 


year 
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An $8,000 mechanical elephant sells “Jumbo” photoprints .. . 


Cunningham had opened nine stores, 
remodeled 10. In 1933 it was going 
to open a store a month, and step up 
advertising 20%. Right smack in the 
middle of the bank holiday of March, 
1933, Shapero opened two of them. 
And between 1930 and 1934 the com- 
pany increased the number of its 
stores from 46 to 71; their sales from 
$2,590,932 to $6,228,539; their net 
profit from $156,391 to $333,843. 

Is it any wonder that, since 
World War II, both Walgreen and 
Liggett decided to fold up their tents 
in Detroit, and silently to steal away ? 

“Fundamentally,” Shapero — says, 
‘we're no different from other drug 
chains. .. . Our only advantage may 
be in people—in finding, training and 
developing people.” 


‘ 


9-Point Program for Sales 


But the reasons, as one veteran 
executive outlined them, also have to 
do with establishing a “climate” for 
effective, profitable selling: 

1. Continuous leadership and stim- 
ulation from the top, and understand- 
ing at the top of individual store 
problems ; 

Complete understanding, at 
store level, of policies and programs; 

3. Sharing knowledge of these with 
everybody—including non-selling peo- 
ple. 

4. Local autonomy: a store man- 
ager is “right until proved wrong” ; 

5. Locating stores to anticipate the 
growth of their areas (In 20 years 
Cunningham’s has had to close only 
five stores.) ; 

6. Shrewd awareness in buying of 
what the public will buy; 
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7. Incentive and excitement from 
a never-ending series of contests, 
promotions and “events” ; 

8. Consistent, dominant, day-in- 
and-day-out advertising to support 
them, and 

9. Concentration on “pre-sold” na- 
tionally-advertised brands. 

In addition to all these, Cunning- 
ham’s has stepped up efforts in a 
profit-sharing program, to insure that 
all associates profit when Cunning- 
ham’s sells more at more profit. . . 

The chain does not “economize” 
on advertising. Cunningham’s spends 
more than $1 million, or 3%, for it. 
(If A&P advertised at Cunningham’s 
rate, its budget would be more than 
$90 million!) It has become the 
largest television advertiser in Michi- 
gan, and after J. L. Hudson depart- 
ment store, the largest newspaper 
advertiser in Detroit. It is one of the 
largest retail outdoor advertisers 
there. And at any given moment 
incidental “media” may range from 
a mechanical elephant lumbering 
through the city’s streets with a flock 
of kids on its back—to promote Cun- 
ningham’s Jumbo _photoprints — to 
taking 40,000 youngsters to a Cun- 
ningham-sponsored big league ball 
game. 

In one year Cunningham’s cash 
awards for sales performance (con- 
centrated largely on the longer-profit 
but harder-to-sell items) exceeds 
$200,000—not counting merchandise 
awards and prizes offered by manu- 
facturers. The profit-sharing plan, 
for all employes of three years or 
more, has amassed $1.5 million. 

Shapero runs the show, but he no 
longer owns it. 


‘ 


. . and hard-hitting campaigns on brands sell merchandise. 


The current price of Cunningham 
common on the New York Stock 
Exchange is a bit above $30. This: 
brings the total worth of the 381, 
596 shares outstanding (Earlier pre- 
ferred issues long since have been re- 
tired.) to about $11.5 million. The 
largest owning group—but no longer 
holding a majority of the stock—are 
Nate Shapero and members of his 
family. Other executives and many 
employes participate too. The present 
$11.5 million “value” of the stock, in 
fact, isn’t enough to cover total as- 
sets, which for the fiscal year ended 
September 30, 1950, stood at nearly 
$14.3 million. Current assets alone, 
including nearly $5 million cash and 
government securities, were $9.547 
million; current ratio of assets to lia- 
bilities nearly 2% to 1. Earned sur- 
plus was nearly $8.8 million. 


The Ink's All Black 


Cunningham’s has no funded debt. 
Veteran vice-president Samuel H. 
Rubiner could recall only one loan— 
for $50,000—made when the banks 
closed in March, 1933, to meet cur- 
rent bills. It was repaid in three days. 
But I found that in 1939 the com- 
pany “borrowed $175,000, payable 
over seven years, to care for additions 
to the warehouse” at the Twelfth 
Street headquarters, including a new 
ice cream plant and laundry. This 
loan was repaid the next year. 

Shapero’s operations — Economical 
and then Cunningham as the Eco- 
nomical name was dropped — have 
never had a red year. Even when 
going was toughest earnings have 
been 4% or better. And growth has 
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Cunningham's doesn't wait for its birthday to celebrate. In any week—in news- 
papers, radio, TV, outdoor and displays—scores of products get special emphasis. 


come predominantly from earnings. 
As Nate Shapero says, ‘‘We’ve 
never had time to spend them.” 
The men who share with him the 
direction and much of the ownership 
of the company have grown with 
Cunningham’s. Among other things 
they emphasize the “interrelationship 
ot departments: Everybody knows 
the other fellow’s job, and when nec- 
essary, grabs the ball for him.” 
Next to Shapero in rank stands 
Ches B. Larsen, executive vice-presi- 
dent of Cunningham and president 
ot Marshall Drug Co.; Sam Rubiner, 
v-p for real estate operations ; Sumner 
fH. Prior, treasurer ; George B. Corp- 
n, general manager, in charge of 
store operations; Joseph J. Fenton, 
saes director, and Nate’s only son 
Ruy A. Shapero, sales promotion di- 
tor. These seven are the “work- 
” members of the 11-man board 
directors. Ray Shapero and A. L. 
ne, advertising manager, report to 
! nton. Other executives include 
|. oyd J. Hunter, personnel director, 
1 Herbert Rudolph, director of 
chases. 


| 
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Among the “outside” directors, 
Fred J. Kennedy has been attorney 
for the company since Nate Shapero 
opened his first store, and J. Gates 
Williams, investment banker, was 
an underwriter for the first public 
offering of Economical-Cunningham 
stock, two decades ago. C. P. Bent- 
ley, president of Owosso Manufac- 
turing Co., is the largest stockholder 
of Detroit Trust Co., and Charles 
T. Fisher Jr., is president of Na- 
tional Bank of Detroit... . 

Nearly all Cunningham executives 
have worked up from the bottom 
through stores and then. division 
management. But none got into the 
drug chain business lower than Nate 
Shapero. At 12, to support his wid- 
owed mother, he became an errand 
boy for Louis K. Liggett Co. By the 
time he entered the Navy in World 
War I, he was a store manager. 

Shapero saw a big chance in chains. 
But specifically he meant chains 
which were not thrown together for 
quick sale to bankers and then to the 
gullible investing public: chains 
which would sink sound roots into 


markets and grow with them. 

In late 1918, stationed by the Navy 
in Detroit, he happened to find, at 
Cass and Ledyard, the tangible basis 
of hope. 

He had no money. There was also 
the problem that the Navy then had 
first call on his activities. 

The Navy gave him leave to open 
it in uniform. He found a civilian 
partner who said he would keep it 
going until Nate’s discharge. 

The partner also put up $2,000. 
Nate borrowed his $2,500 in chunks: 
$500 from his mother; $1,000 from 
a doctor; $1,000 from a banker on, 
he recalls, “the strength of my uni- 
form.” 

The two young men took control 
at 11 a.m., November 11, 1918, the 
precise day and hour of the Armis- 
tice. A propitious time . . . but not, 
in the midst of bedlam, to start a 
new enterprise. 


Open for Business 


Still on leave, Shapero went back 
the next day, moved out on the side- 
walk his scanty stock and all the 
grimy fixtures that could be moved, 
and set to work cleaning up. His 
partner already showed signs of fal- 
tering. But they were still able to 
ring up $21 as their first day’s sales. 

Then, within a fortnight, the part- 
ner pulled out, and the doctor said 
he needed his $1,000 in a hurry. Only 
Nate’s mother and the banker still 
had faith. The banker, in fact—John 
Bodie, then president of Detroit’s 
First National —even loaned him 
money to pay the others. 

Within a few days the neighbors 
around Cass and Ledyard received a 
card announcing No. 1. And in that 
period too, Shapero started the first 
of a never-ending series of promo- 
tions: a card to dentists offering a 
free ice cream cone to any young 
patients they might send in. 

“The idea,” he remembers, “went 
over big. Soon we were getting back 
30 or 35 cards a day. Dentists began 
to give us their prescriptions. The 
kids talked about Economical in their 
homes. Finally, we got ice cream 
companies to share the cost, by put- 
ting their names on it. One of our 
stores still continues the plan. 

“Always we've carried and pro- 
moted nationally-advertised brands.” 

He estimates that these brands 
represent about 9914% of the com- 
bined dollar volume of Cunningham, 
Shapero, Marshall and _  Schettler 
stores: ‘Probably not $200,000. of 
our $40 million is in our own brands. 

“There’s a lot more sales sense in 
riding with than in trying to buck 


(Continued on page 150) 
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EARLY BIRD... When William B. Lewis—Kenyon & Eck- 
hardt’s new president—was only a Boy Scout he’d made up 
his mind to two things: He wanted to be an advertising man 
and he wanted to be one in New York City. At the age of 20, 
with the blessings of his mother and the $75 fund that was 
supposed to start him in his junior year at the U. of Missouri, 
he took a train from St. Louis to New York (having borrowed 
100 bucks from his grandpa), managed to avoid malnutrition 
and undue exposure until he got his foot into an advertising 
door. His first job was with Stanley Resor, president of J. 
Walter Thompson, who had once hired Bill’s stepfather. Mr. 
R. put him through the New Business, Research and Copy 
Departments. The next step was to have been the Production 
Department. But Bill thought that copy was his forte and 
since the company wouldn’t let him stay in that branch, he 
joined Joseph Richards Co. For the next decade he served as 


copy writer for a number of agencies, finally became a copy 
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chief. In ’35 he entered radio, was CBS’s commercial program 
director, then program director. A little over a year after he 
joined the network he’d become a v-p. During the war he 
co-ordinated all government radio activities. He joined K & E 
in 44 as v-p in charge of radio. He likes deep sea fishing, has a 
collection of books and recordings, is interested in ballet. 


They're in the News 


HOUSEWARMING ... and what a house it is that 
houses Sunset Magazine: The publication’s brand-new 
ranch-style editorial office-home at Menlo Park, Calif., 
is the envy of every other publication, East or West Coast. 
It’s the fulfillment of a 20-year dream for publisher L. W. 
Lane. ... And moving in on the 23rd anniversary of his 
ownership of the magazine was just cause for a double- 
celebration. Sunset, written in Northern California, printed 
in Southern California on paper stock made in Oregon, 
now ranks among top general magazines in advertising 
linage. Circulation, which stood at 60,000 when Lane 
bought the property in ’28, now hits the half-million mark, 
principally in California, Oregon and Washington. Lane 
spoon-fed the magazine, struggled monthly to keep it alive, 
brought it to its present established place in the sun. He 
was born in Kansas, attended lowa schools, took his first 
full-time job at 16 with a wholesale hardware firm. . 

A man of great taste and vision, he wanted a “home’’ for 
his magazine, not merely ‘‘offices.”’ Even glossy pictures of 
the layout which give concrete evidence that the beautif«l 
building which houses 100 members of the staffs of 
Sunset Magazine and Sunset Books is the logical, happy 
result of a man’s dream to give his associates the perfect 
creative background. 
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FIRST LADY ... Nona Kirby believed to be the first 
laiy general sales manager of a radio station—a big sta- 
tion—to be explicit. She’s good-looking and before you 
send her posies or try to court her favor with a steak 
dinner—she’s Mrs. Kirby. Her station, Boston’s WLAW, 
one of three 50,000-watt power stations in New Eng- 
land, recently became the Boston outlet for ABC. Nona 
was born in the market she now sells, just across the 
river at Cambridge. She didn’t begin as a saleswoman, 
however. The stage bit her first. She was with the 
Shuberts, appeared in several hits. After seven years of 
this she became N.E. representative for C. A. Coulter, 
a theatrical premium house and also for Popular Music, 


Inc. But in ’35 she decided that radio, a comparative — 


newcomer to the advertising field, offered the best outlet 
for her particular abilities, entered the sales department 
ot WCOP. Soon, in addition to selling, she became man- 
ager of the Artists Bureau of the station. She wrote and 
produced professional radio shows. . . . In ’43 she joined 
WHDH, remained there until she became regional s.m. 
tor WLAW three years ago. She takes over her new 
job as the station moves into its sumptuous new quarters. 
She’s active in charities, is mama to two, and Mr. Kirby 
is a Boston advertising man. 


BY HARRY WOODWARD 


THE FARMER'S NEW FRIEND 
... For a long time Farm Journal 
has been almost a synonym for Gra- 
ham Patterson. The popular, able 
Mr. P., (r) as president of Farm 
Journal, Inc., has helped to build 
the property into one of the front- 
line farm publications. Now he’s 
moving upstairs—to be chairman of 
the board. In his place as president 
goes young, equally able Richard J. 
Babcock, former vice-president and 
advertising manager. It is a move 
that gives him over-all responsibili- 
ties on both Farm Journal and 
Pathfinder. Dick Babcock is tailor- 


made for the job. He’s a top-flight advertising sales manager and his new job comes to him 
at a time when Farm Journal is in its 74th year, planning to celebrate its diamond anni- 
versary. Pathfinder is going great guns, too. In October it carried the largest dollar-volume of 
advertising in its history. Both publications are planning aggressive advertising and promo- 
tional campaigns, spearheaded by full-page ads in newspapers and business magazines. . 

Dick Babcock now takes over. Upstairs, watching with a fatherly eye, is Graham Patterson. 
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West's Formula 
For A Bang-Up 
Demonstration: 


. THE STORY IS DRAMATIZED . . . West 


salesman lets prospect get a good look 


ie: 


at his floor covering kit . . . hands him 
a treated sample that matches flooring 
in his office . 


. . explains how the same 


sealer will give life to his floor. 


2. LIGHTS A CIGARET . . . burns treated 
panel . . . shows how easily spot wipes 
away ... has prospect strike a sample 
with hammer .. . points out that he can 
dent the finish but it won't flake . . . asks 
him if his floors can take same punishment. 


Show-and-Sell Drives, Sparked by 
Contests, Mine Pay Dirt for West 


Behind the ''Show-How" is a program for improving the 


"Know-How." It was developed by inducing the salesmen 
to pool their best sales ideas, then using the results as the 
basis of training. It is opening thousands of new accounts. 


Continuing sales contests . . . four 
a year... are getting fast results for 
West Disinfecting Co., Long Island 
City, N. Y. 

. . . They’re the spark behind a 
demonstrate-and-sell program that in- 
creases sales, ties in strongly with na- 
tional advertising, provides the chas- 
sis around which a standardized train- 
ing program is being built, lifts mor- 
ale of the sales organization. 

West salesmen like the program be- 
cause they are largely responsible for 
it. Their ideas are used to provide 
techniques that get the maximum out 
of their selling efforts. New accounts 
opened on contest products are run- 
ning far ahead of the normal growth 
for the company. 

Before the program was launched 
West management had several tough 
problems it was unable to solve. 
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The company makes a highly di- 
versified line of sanitation products 
including soaps and soap equipment; 
floor maintenance products, sealers, 
cleaners and waxes; disinfectants; 
cleaners; insecticides and insecticide 
equipment; germicides and sanitizers 
for personal protection. 

Out of 60-odd branch offices more 
than 300 salesmen travel throughout 
the United States and Canada. Their 
compensation is commission only, and 
they pay their own expenses. 

All West products require special- 
ized selling in a wide classification of 
places: schools, hospitals, factories, 


ofices and office buildings, hotels, 
restaurants, stores, automobile show- 
rooms and service stations, public 
places, Army, Navy, Marine and Air 
Force bases, to list just a few of the 
places. 

West has had the same problem 
of turnover in salesmen as have most 
other large companies that sell on a 
national scale. “Training new sales- 
men to sell such a wide variety of 
products was one of our most difh- 
cult problems,” says William Flatow, 
Jr., assistant to the general sales 
manager. “So much so that we had 
to do something about it... and 
fast. We just couldn’t continue to in- 
vest money in a question mark — 
sending a man out not knowing 
whether he would be a success or 
not.” 

Territorial variance in product 
volume was very marked, Mr. Fla- 
tow points out. Each district m«n- 
ager had his own way of briefing new 
salesmen before they were sent cut 


Based on an interview by A. B. Ecke with 


WILLIAM FLATOW, JR. 


Assistant to the General Sales Manager, West Disinfecting Co. 
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, GIVES A CLOSEUP COMPARISON ... 
lets prospect examine unfinished sample 
through magnifying glass . 
how spongy it is. . 
treated sample with pores closed up... 


. » points out 
. lets him examine 


emphasizes how clean it can be kept. ; 


» NOT AFRAID TO GO ALL OUT... he 
asks permission to do an entire floor 
somewhere in building 
sanding machine so that first-rate dem- 
. a little extra 
convinces a_ reluctant prospect. 


procures 


onstration will result . 


the field. Some territories did 
than others, but generally 

t salesmen concentrated on only 
products they found easiest to 
ind neglected those which they 

| difficult to sell. It was only 
al that they should call on the 
le they liked personally in the 
ices they liked, avoiding those they 
t like. For example, one sales- 
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ASKS PROSPECT TO CHOOSE SPOT in 


his building that takes tough traffic . 


washes it down with a West cleaner... 


while it dries . . 


of preparatory cleaning, thus getting 
plug in for West's companion products. 


7. IF IT'S TERRAZZO ... he uses Terrazeal 


. points out how 


for his demonstration . . 


the beauty of the floor is enhanced .. . 
pours ink or iodine on finished job... 
shows how it can be cleaned without 
leaving stain... tests patch for skidding. 


man would like to call on schools 
and could successfully sell school 
management. Another salesman in 
another territory would not call on 
schools because he didn’t feel at home 
with school authorities and didn’t 
know how to approach them. The 
result: He wasn’t getting the school 
business in his territory. 

“Tn other words,” says Mr. Fla- 


. explains importance 


5. MAKES TEST .. . applies thin coat of 


sealer to test area... 


apply?" Buffs area lightly ... 


WINDS UP WITH BANG ... 


sample kit again... 


hensiveness of complete line of sealers 


and finishes . . . 
. . . leaves literature, samples . . 


trial order... plans a 


‘ 


tow, “our line of products was not 
exploited in all the territories. The 
full line was not being sold in all 
the places where the products are 
needed. The problem was one that 
had to be solved if we were to get 
our share of the business in all the 
fields where our products can be 
used—and they’re endless.” 

The first step to solve the problem 
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asks prospect: 
“Ever seen a finish that's easier 
applies 
another coat... then tells him that the 
area is ready to resist traffic mars. 


explains compre- 
uses testimonial letters 


return 


A President's Letter 
To a Junior Sales Executive 


(A young man with ambitions to advance to a sales manager- 


ship gets a heart-to-heart message from the front office. Morris 
Pendleton, president of Plomb Tool Co. tells what it takes to 


win—and hold—the top sales job in an aggressive growing 


company.) 


Dear Bill: 

The last time I was in your city you made the 
comment that you had your eye on Frank’s job. 
That is good. He would be the first person to 
agree with you. I hope that three or four people 
have their eyes on my job, because I can’t be presi- 
dent of this outfit forever. 


When a junior executive has his eye on a senior 
executive's job, then he naturally must be planning 
how he can realize his ambition. Such ambitions 
are sometimes realized by nepotism, sometimes by 
purchase of stock. Neither of these principles oper- 
ates in this company. 


Usually, and most satisfactorily, a junior execu- 
tive advances because he has learned to operate in 
the position he is occupying in a manner that will 
qualify him to fill the bigger job, when the bigger 
job is open. This is the way you should plan your 


life. 


The chief sales executive in this company must 
be on the road at least half the time. It is not a 
“chair-borne” job. A treasurer’s job can be; a 
sales executive's simply cannot be. On this basis, you 
do not yet qualify because of your spending the 
greater portion of your time in your office, and 
because when you do make a trip, you do not cover 
the places which should be covered along the line. 
You can correct this by altering your personal 
schedule, which I hope you do on your own initia- 


tive, and not as a result of special instruction by 


Frank or Jack. 


A principal sales executive must give meticulous 
care to his correspondence. When he makes calls 
on accounts where matters need to be recorded, a 
memo should be prepared about that account, and 
copies furnished to parties concerned. A lot of 
summaries should not be in one report. When you 
do make your trips, we either do not get the results 
of your findings, or they are run together in a 
sketchy manner. In this area you can improve 
substantially, and are gaining. 


A principal sales executive must have a “fighting 
heart.””’ He must place objectives above everything 
else in the world, except his family, and in numer- 
ous cases, above their interests. It is a 24-hour-a- 
day job, with time out for eating and sleeping. 
Many an executive is on the job half an hour to 
an hour before his office force gets there to get his 
day organized. I find that sales executives prin- 
cipally, and production executives next, are usually 
the last ones to leave the place. . .. There is 
always something more to be done. 


I have noticed that sales executives frequently 
carry their brief cases home, and many of them 
have dictating equipment at home. There are just 
lots of ideas that can be developed when you are 
busy with your microphone in your hand, and when 
you are working at your desk and you are not 


was taken about a year ago. West 
district managers received a letter 
from J. A. Manley, general sales 
manager, advising that a supply of 
entry blanks for a Success Story Con- 
test was being forwarded to them. 
The district managers were asked to 
distribute them among their salesmen. 
Here’s what the salesmen were asked 
to fill in on the blanks: 

Name of product 

Prospect’s name, title, company, 
address, city and state 
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“Here are a few hints which may 
or may not pertain to your particular 
success story. Give as much informa- 
tion as possible. Tell us how you 

“. . planned your presentation 
. met the prospect’s unwilling- 
ness to witness a demonstration 

“. , actually demonstrated the 


ia 


product 

““, . proved West’s product to be 
better than a competitive product be- 
ing used 

“.. met the old question of com- 


petitive prices 

“met the answer to ‘We aren't 
ready for it now.’ 

“.. . closed the sale 
. other remarks.” 

Thirty cash prizes were awarded 
for the best answers, ranging from 
$25 to $5. Response was excellent. 
Entry blanks poured in from almost 
all the salesmen in the United States 
and Canada—providing West man- 
agement with a wealth of informa- 
tion on successful selling techniques. 
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I think you are gaining in this respect, Bill, but 
I don’t think you have yet developed that “fighting 
heart” sufficiently to cause you to grind out the 
work and to watch over the minutia, and to do the 
analysis and the study and the figuring, and all 
that goes with the responsibilities of your job. 
When you have grown to fully occupy your job, 
then you should be looking for new worlds to 


conquer. 


A growing executive carries the ball to his 
superiors, asking their decisions and guidance on 
this and that project, and doesn’t wait for them 
to needle him on projects that he should be work- 
Without being petty or going into ref- 
erences ad infinitum, you full well realize that 
during the past 12 months, both Frank and I have 
repeatedly prodded you on all manner of projects. 
You should have been thinking about two or three 
alternatives, and asking “which one,” rather than 
allowing yourself to get into the position of having 
me, Frank, and I am sure Jack also, prodding you 
about why this, that, or the other thing wasn’t 
Just one instance 
situation. You realize that you are a year late put- 
ting your trolley pole on that wire, to get the 
energy out of that program which you can turn into 
propulsion for your electric train. 


ing on. 


accomplished. 


The growing executive co-ordinates with, and 
is continually on the alert for, opportunities to co- 
operate and co-ordinate with other activities within 
The growing executive watches 
out for opportunities to demonstrate his desire to 
cooperate, asks others of greater experience for ad- 
vice and opinions, takes advantage of the “know- 


the corporation. 


otherwise bothered, which do not' get into execution 
when you handle your job as a 9:00 to 4:30 propo- 


Growing executives read the current business 
press extensively. They attend trade fairs, conven- 


tions, meetings, exhibits, etc., find out what the 


of the lemon. 


merchandising programs of 
such as oil companies, etc., are, and inform them- 
selves as to what is going on. Having received all 
this information, they, in turn, capsulize it, and 
then carry it to their superiors to get further judg- 
ment as to which items are of importance, and 
which are not, and where we can get the juice out 


potential customers, 


Growing executives take advantage of manage- 


expanding line. 


the call report 


talent. 


how” elsewhere. Apropos of these comments, I am tice. 


thinking of the problems that we have had in 
developing your whole-hearted desire to check here 
on advertising, and cooperate with export, and I 
am thinking of whether or not you have sought 
an opportunity to attend one of Fred’s sales meet- 
ings with a big wholesaler, to see how he does it 
so successfully. I know you have heard him a time 
or two at zone managers’ meetings, although on 
one occasion I recall that you absented yourself 
while he was making his particular pitch. This is 


candor. 


minor—it’s the major premise I want you to think 


ment’s willingness to promote and develop new 
and expanded lines of activity. You recall we have 
urged you to develop a meticulous recommendation 
as to specifications and all that goes with new 
lines. This covers careful analysis of comparative 
specifications, comparative prices, comparative sales 
angles, etc., and boiling all of them down into a 
concrete recommendation which can be a depend- 
able basis for the appropriation of money by the 
corporation for equipment, dies, work-in-process, 
and all the other things which are required by an 
We will naturally await, with 
interest, your findings and your recommendations. 


The growing executive does not delay in making 
personnel changes in his command which are indi- 
cated as being necessary. A growing executive can 
grow only as he surrounds himself with executive 
There are three places indicated in your 
board that are long overdue for correction—one of 
which is in your particular department. 


Please construe this letter, Bill, as a challenge 
and not necessarily as a criticism. It is a philosophy 
of management that has paid off for the companies 
whose growing executives practice it. It has paid 
off for those executives who have put it into prac- 


I hope you are ready one of these days to go 
after a much larger responsibility. You can dem- 
onstrate your desire by your accomplishments. 


I can well remember when you started as a cub 
sales manager. You have come one hell of a long 
way since then. Because you have made such prog- 
ress, and because I am so anxious to have you move 
faster, farther, quicker, I have written you with 


Sincerely, 
M. B. P. 


about. 
hese success stories were the 
toundation material for the sales in- 
tormation on “The Best Sellers 


Series” that followed. Each one was 
a contest on a product or group of 
products. 

\Vest has already run four con- 
tests during the past year, each one 
running for three months. For each 
test only one West product (or 
group of related products) is selected 
to concentrate on: 

How to Make Westone (which is 
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used for dust control) a Best Seller 

How to Make Lan-O-Kleen (dou- 
ble-action hand cleaner) a Best Seller 

How to Make Kwykwax (floor 
finish) a Best Seller 

How to Make Floor Finishes Best 
Sellers 

Demonstrations and sales tools are 
musts in selling West products . . 

From the valuable information re- 
ceived from the original Success 
Story Contest, West management has 
prepared a series of demonstration 


folders. Before a contest is opened 
each salesman receives a demonstra- 
tion folder covering everything there 
is to know about the product selected 
for the salesmen to concentrate on 
during the contest period. He also is 
given the tools to make the demon- 
stration a success. The folder carries 
the Show-How ... Know-How .. . 
Who-to-Show-and-Sell keys to more 
profitable sales. 

Contest points are awarded on the 
basis of only new business received 


45 


during the contest period. New busi- 
ness is considered either a sale to a 
new account or a sale of the product 
to an old account that has never used 
that particular product. 

And this is what pleases West 
salesmen no end: Points may be sur- 
rendered for prizes at any time or 
may be accumulated during future 
contests. By accumulating contest 
points, more valuable prizes may be 
won, depending on the amount of 
new business acquired. A salesman 
may want to accumulate points for 
a prize he wants to give to his wife 
for her wedding anniversary present, 
or birthday or Christmas present. 

Each salesman is given a copy of a 
prize catalog which he keeps. In it are 
pictured a wide variety of prizes 
from wrist watches to refrigerators. 
Orders for merchandise are checked 
by the branches, then sent directly to 
the home office for processing. Each 
catalog point is equivalent to one 
West contest point. 

All shipping costs and state taxes 
(where applicable) are borne by 
West. Items subject to Federal Ex- 
cise Tax have that tax included in the 
point value. Withholding taxes are 
deducted from the salesman’s pay 
check after his selection of merchan- 
dise. This is a requirement of the 
Federal Government. In each case of 
price changes, the salesman is advised 
either (1) to choose another prize or 
(2) that he has a credit of points. 


The Show-How Keys 


What’s in the demonstration fold- 
ers and how are they used? 

Each one contains the Show-How 
. . « Know-How keys to more sales 
of the West product the salesmen are 
to concentrate on during a contest 
period. For example, the demonstra- 
tion folder for the West floor finishes 
contest now in its final month, ‘How 
to Make Floor Finishes Best Sellers,” 
like all folders in the series, is based 
on actual field experience of West 
salesmen throughout the United 
States and Canada. It gives the sales- 
nan all the information he needs to 
make convincing demonstrations of 
West sealers and finishes for floors. 
The suggestions for selling cover 
every West floor finish. 

As a guide to adapting the product 
to the problem there is a review of 
the individual properties of each fin- 
ish under the Know-How section and 
a chart of common flooring surfaces 
and coverage figures for the sealers 
and finishes described. 

To help the salesmen get permis- 
sion to demonstrate to a prospect, 
up-to-date testimonials from custom- 
ers now using West floor finishes are 
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included—letters from boards of edu- 
cation, service stations, laundries and 
dry cleaners, retail stores, hotels and 
restaurants, hospitals, insurance com- 
panies, floor associations and others. 

To add prestige to the sales mes- 
sage there are reprints of national 
advertisements. ‘The salesman uses 
them to point out that his demonstra- 
tion claims are supported in the pages 
of such magazines as Business W eek, 
Purchasing, Factory, Plant Admin- 
istration and many others going to 
different classifications of readers: 
“More than 1,275,000 advertisements 
on the products described in the fold- 
er are going out to influential people 
in the United States and Canada.” 


Sales Tools 


Booklets in the folder are used by 
the salesman to convince his prospect 
during his sales presentation. They 
are left with the prospect as a re- 
minder of the salesman’s story. There 
are circulars for each type of West 
sealer and finish. 

Sample labels add conviction to the 
salesman’s presentation. When mak- 
ing a demonstration he pulls out the 
label that corresponds to the sealer 
or finish he uses. He asks the prospect 
to check it as he puts down a test 
patch. He points out that Federal 
law insists on strict accuracy of every 
statement printed on it. 

Show-How tools and companion 
products — very important to West 
selling—are graphically shown. 

At the same time the floor finishes 
demonstration folder was sent to the 
salesmen, a demonstration kit was 
sent to them. It contains actual floor- 
ing samples which have been treated 
with West products. This is the sales- 
man’s “big gun” in making a convinc- 
ing demonstration. Even though he 
plans to demonstrate only one West 
sealer or finish, he lets his prospect 
get a good look at the complete kit. 
(See page 88.) He impresses him 
with the scope of the West line, and 
with his ability to solve his customer’s 
oor problem with a specially-formu- 
lated product. 

One of the most helpful features 
of the folder on floor finishes is the 
Know-How and Show-How section. 
This pictures and describes how to 
use the kit in making a demonstra- 
tion. 

There is a section advising ““Who 
to Show and Sell” West floor sealers 
and finishes. 

On the back cover is an Idea Ex- 
change, and this is perhaps one of 
the most popular sections of the fold- 
er. It is included in all demonstra- 
tion folders put out by West manage- 
ment. West salesmen from all over 


the United States and Canada con- 
tributed to it when they supplied the 
information for the “Success Stories.” 

West salesmen are using the sug- 
gestions in the Idea Exchange in a 
big way because they know they've 
been tried by other salesmen who are 
fighting the same battles, and that 
they’ve been successful in building 
sales volume. For example, a West 
salesman in Boston sent this sugges- 
tion for the Idea Exchange for the 
demonstration of Westone (for dust 
control) : 

On the Cuff: When a big-time Westone 
demonstration is scheduled, ever think of 
wearing a white shirt with overlong 
sleeves (say 35 inches instead of regular 
32) ? Prospects watch pop-eyed when you 
rub one cuff on untreated floor or furni- 
ture, and rub the other cuff on a Wes- 
tone-treated section. It’s proved worth 
the laundry bill in extra sales. 

And here’s one from a Birming- 
ham, Ala., salesman: 

Invariably, when a_ visiting coach 
brings his team to play in one of the local 
gyms, he admires the floors and inquires 
what is used on them. Mr. S. informs me 
of this and I follow up by visiting the 
coaches mentioned. As a result, I’ve been 
successful in having Lastincote used in 
most of the schools in the county. 


Each contest is backed by national 
advertising. Fourteen national maga- 
zines are used, with a total circula- 
tion of 429,499. Material used in the 
contests and the advertisements are 


prepared by G. M. Basford Co. 
Training Is Standardized 


Now ... just how are the dem- 
onstration folders used to build a 
standardized sales training program? 
The training problem for West 
management: How to enable the dis- 
trict managers to present the same 
uniform and complete product story. 

The demonstration folders are now 
used as textbooks by all district man- 
agers. They like them because they 
supply the “how-to-do-it” material. 
In them is tabulated, from the ex- 
perience of the salesmen themselves, 
the answers which are most successful 
in solving their selling problems. 

“The material in the folders,” says 
Mr. Flatow, “instructs and inspires 
as nothing else we have tried has, be- 
cause it comes from the firing line. 
It is a personal thing to our sales- 
men, and they take pride in what the 
folders have to offer. It shows the 
step-by-step process through which a 
demonstration and sale develop.” 

West management is pleased with 
the results in increased sales. On one 
product alone sales were upped 197% 
during the contest period. Mr. 
Flatow estimates that by the end of 
the floor finishes contest the salesmen 
will have opened some 3,000 new a~- 
counts on floor finishes alone. 
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HOW Radio Relay WORKS 


The microwaves used for telephone transmission travel 
in a straight line. So relay towers, like those shown, are 
usually built on hilltops, averaging about 30 miles apart. 
Each tower picks up microwaves from its neighbor, 
and with complex electronic equipment amplifies and 
focuses them like a searchlight, then beams them accu- 
rately at the next tower. And hundreds of Long Distance 
telephone calls ride the beam at the same time. 


New skyway spans nation with words and pictures 


BELL SYSTEM Arado Relay BUILT FOR LONG DISTANCE CALLS AND TELEVISION 


There’s something new on the national horizon! 


sell Telephone construction crews have completed the 
ist link in a coast-to-coast Radio-Relay system that 
: unique in all the world. Today, communications ride 
n radio microwaves, flashed through the air from tower 
» tower. 


It was an historic event in 1915. when wires first 
arried the human voice across three thousand miles of 
\ountains and prairie. By 1942, telephone messages 


were carried across the United States by another means 
—cable, both underground and overhead. And now 
comes Radio-Relay to supplement wire and cable! 


The new system is already in use for Long Distance 
telephone service and coast-to-coast television. This 
new skyway helps make America’s vast communications 
network even stronger and more flexible. And it could 
hardly happen at a better time. The demands of defense 
are heavy and urgent. 


BELL TELEPHONE SYSTEM 


SERIOUS BUSINESS: Older salesmen might learn from perform- 
ance of youngsters. Here, a lad, having 


shown prospect 


HOMEWORK: Teen-age salesman-to-be masters the sales points on 
a Proctor toaster while company representative obtains consent from 


the simple operation of a toaster, now gives her product detail. his mother for him to enter Barker Brothers’ Kid's Day Event. 


Teen-Age Salesmen Star in 
Proctor Kids’ Day Promotions 


Based on an interview by Terry Armstrong with 


WALTER M. SCHWARTZ - 


President, Proctor Electric Co. 


Proctor Electric Co., Barker Brothers store, and other appli- 
ance manufacturers test an idea for building traffic by 
letting youngsters do the product demonstrating. Custom- 
er votes determine the winner of a $100 scholarship award. 


The lady accepted the proffered 
piece of toast and as she_ nibbled 
at it her expression of amusement 
gave way to one of rapt interest as 
the demonstrator — step-by-step — 
pointed up the advantages of the 
Proctor Custom Toaster. 

It was her first contact with a 
teen-age demonstrator. It was 14- 
year old Walter Roman’s first experi- 
ence as a bona-fide sales representa- 
tive of a nationally known manufac- 
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turer. Young Roman and seven other 
teen-agers in the electric appliance 
department of Barker Brothers, Los 
Angeles, were working hard to earn 
their $8-a-day salary (gift award), 
but most of all to win a $100 scholar- 
ship fund (in Savings Bonds) in the 
‘Best Salesman’”’ contest. 

Here was the kick-off—the initial 
test—for the Kids’ Day Promotion 
Program evolved and piloted by 
Proctor Electric Co., Philadelphia— 


a promotion idea providing for par- 
ticipation of other progressive appli- 
ance manufacturers in selected major 
outlets. 

Kids’ Day at Barker Brothers drew 
about 500 shoppers to the appliance 
department. Normal trafic on a: 
average Saturday is about 50. Eacl 
lad had a sales quota of approxi 
mately $100, and all eight made it 
Quotas were governed by the retai! 
prices of the appliances demonstrated 
For example, the boy who demon 
strated a product in the $25-pric: 
bracket had to sell at least four units 

This premiere confirmed Proctor’ 
belief that a novel promotional ve 
hicle which emphasized youth woul: 
not only have a distinct “box office’ 
appeal but would serve to: 

1. Attract an audience predomin 
antly of parents—those most appre 
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Want to do something about 


the high cost of selling? 


WR 


Maybe your Production 


If you think sales have mounted, just 
look at what the poor Production Man- 
ager has been up against with the rising 
costs of labor and materials. 


How’s he going to get costs down? 


You know the answer. Chiefly by im- 
proved mechanization: by making it pos- 
sible for each high-priced pair of hands 
in his plant to produce more. 


The Sales Manager has the same sort 
of opportunity to reduce sales costs 


The Sales Manager can apply the me- 
chanization principle to producing 
orders. He can make it possible for each 
salesman, each jobber or dealer or dis- 
tributor, to produce more. 


How? Let the printed word do more of 
the telling in selling so the salesman can 
use more of his costly time for closing. 


Direct mail, publication . advertising, 
catalogs, handbooks, films, radio — all 
means of transmitting sales information 
to prospects and customers— are the 
Sales Manager’s tools. 


Even small gains in the better use of 
those tools bring great improvement in 
the efficiency of sales production and 
sometimes open up wide areas for cutting 
unit sales cost. 


You take one step at a time; 
one product at a time; 
in one market at a time; like this: 


1. Review all the specifying and buying 


Manager has the clue 


influences, including those who are hard 
for your salesmen to reach. (Do: you 
know them all?) 


2. Find out the viewpoints, prejudices, 
and confusions that cloak your product 
in the minds of your customers and pros- 
pects. (Do you know—for sure—what 
they think and why they think it?) 


3. Determine what to say, to whom, and 
how often, to improve those viewpoints 
and to reduce the prejudices and con- 
fusions that obstruct low-cost selling. 


4. Select the tools to use for saying what 
needs to be said (booklets, magazines, 
direct mail, or any other mechanical 
means of transmitting ideas or informa- 
tion). 


That's how to get the kind of 
advertising that helps cut sales costs 


* Ditch-Digging’ Advertising,” we call it. 
First it digs out what your prospects 
want to know before they'll buy; then it 
rolls up its sleeves and digs for sales in 
the most fertile fields for your product. 


This agency is equipped to work hand 
in glove with any Sales Manager who’s 
got a hard-selling job to do and wants 
to do it with dispatch and economy. 
We can get going fast—and with the 
least possible drain on your time. If 
you'd like to discuss how “Ditch-Digging” 
Advertising works to boost sales for any 
product that’s worth its price, just let 
us know where and when. 


The SCHUYLER HOPPER Co. 


" "Ditch-digging'’ advertising that sells by helping people buy" 


12 EAST 41st STREET, NEW YORK 17, N. Y. + LEXINGTON 2-3135 


is, 
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ciative of the labor and time-saving 
features the latest appliances have to 
offer. 

2. Create immediate sales and a 
hot prospect list for future sales for 
the dealer. 

3. Enhance consumer-dealer-manu- 
facturer relations. 

Furthermore, it should be pointed 
out, the program is designed to: (1) 
acquaint teen-agers with the possibil- 
ity of selling as a career; (2) help 
financially toward the continued edu- 
cation of one ambitious boy at each 
Kids’ Day event. 

The Kids’ Day idea took some ex- 
tensive pre-planning. R. H. Dewalt, 
western regional manager, and Dor- 
othy Huse, West Coast “Mary 
Proctor,’ and the entire regional 
sales organization were called upon 
to cope with a variety of problems. 
And full credit is given to the en- 
thusiastic cooperation of Barker 
Brothers, participating manufactur- 
ers, and the city’s educational au- 
thorities. In the case of Barker 
Brothers’ promotion even the cooper- 
ation of the Los Angeles Department 
of Power and Water was enlisted. 

Barker Bros., choice for the 
tryout, is known on the West Coast 
as a reputable, quality store. It spe- 
cializes in home furnishings and 
housewares and the merchandise man- 
ager of the appliance division, John 
Stang, is promotion-minded. 

To crystallize the proposition a 
letter covering all main features and 
allocated costs of the program was 
sent to Mr. Stang. Because Kids’ 
Day was Proctor’s idea, the company 
assumed major responsibilities to as- 
sure its success. 

Here is the breakdown of the 
project as it was set down in writing: 


PROMOTION: 


1. Live demonstrations of Proctor 
products and four or five other non- 
competitive products of other appli- 
ance manufacturers by young people 
of junior high school age. These 
young people to be selected from five 
or six different schools in the trading 
area. 


_2. Window displays: Feature the 
Kids’ Day theme with blown-up pho- 
tographs of each participant. 


3. Advertising: Suggested copy ma- 
terial attached. Costs shared equally 
by participating manufacturers. 


4. Costumes and floor displays: 
Chefs’ hats and aprons for each par- 


ticipating student. Demonstration 
booth or table for each product dem- 
onstrator. Cards throughout the store 
announcing the event. 
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5. Scholarship fund: The public 
will be invited to vote for the best 
teen-age salesman. The winner to re- 
ceive a $100 scholarship (Savings 
Bond) presented by Barker Brothers. 
This fund will be accumulated by 
each manufacturer providing $10 per 
item demonstrated. Barker Brothers 
to make up any difference or balance. 


6. Compensation: Each manufac- 
turer will give as a “gift” $8 to the 
young person demonstrating his prod- 
uct. 


7. Assistance: Barker Brothers 
sales personnel will assist and provide 
moral support for each of the “Kids.” 
Perhaps each salesperson in the ap- 
pliance division could adopt a boy or 
girl for the day and make sure that 
the adopted teen-ager had a good 
chance of receiving the scholarship 
award. 


8. Sales Quotas: Each manufac- 
turer will set up a reasonable quota 
for his “junior rep’s” sales. Should 
he make that quota, the lad takes 
home the appliance he demonstrated. 
This cost to be absorbed by the manu- 
facturer. 


9. Time of the event: Preferably 


a non-school day. 


The company included the follow- 
ing statement in its covering letter: 


PROCTOR WILL: 


1. Contact junior high schools and 
locate the right “Kids” for the pro- 
motion. 

2. See that these teen-agers are 
properly trained to sell the products 
they demonstrate. 

3. Develop all possible publicity in 
the schools and neighborhoods. Ar- 
range for displays of photographs of 
contestants and cards such as “Let’s 
Win with Jim” in the schools. 

4. Contact all local newspaper and 
business papers for possible press re- 
leases. Such a human interest story 
is bound to create interesting pub- 
licity. It will institute a real “first” 
in merchandising housewares. 

5. Department of Water and 
Power, Los Angeles, has indicated a 
desire to assist in this promotional 
program. Proctor personnel will fol- 
low through here for all possible 
benefits. 

Once the plans were drawn up 
Proctor lost no time in contacting 
supervisors of homemaking in the 
junior high schools. This was accom- 
plished immediately because of Proc- 
tors three years of cooperation 
with homemaking departments. Next, 
homemaking teachers in various 
schools were asked to help in the se- 
lection of boys who would measure 


.? 


up to the requirements for the Kics 
Day scholarship award. 

One early problem: When it was 
evident that for even this “one sho:” 
promotional effort working permits 
would have to be obtained for thie 
boys, Proctor executives discovered 
that they had started at the wrong 
place—and for this reason they later 
had to cope with a chain of command 
at the Board of Education whic), 
for a while, threatened to hold 
things up. 

However, eight promising younz- 
sters were chosen from a_ recom- 
mended group. Arrangements for the 
necessary work permits were made. 
One of the important things Proctor 
learned was that it was necessary to 
have the boys placed on Barker’s pay- 
roll for a day rather than to receive 
their pay direct from participating 
manufacturers, to avoid complications 
with interstate commerce laws. 

From this experience Proctor could 
set up this line of procedure for fu- 
ture Kids’ Day promotions: 


1. Go to board of education au- 
thorities first and talk with them per- 
sonally. Approach them on ‘the basis 
that the program is a sales training 
or workshop project rather than a 


day of work. 


2. Have the youngsters placed on 
the department store’s payroll for 
Kids’ Day prizes and compensation. 

In arranging for participation by 


4) 
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of all World-Telegram and Sun 
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THE LOUISVILLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 
364,123 DAILY @ 293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


WILLA 
MONROE 
One of 
WDIA's 
many famous 
personalities 


TIDE 


Joins the Swing to 
WDIA in Memphis 


WDIA completely dominates in selling the 44% 
Negro segment of Memphis’ 394,000 posulation.. . 
economically reaches and sells a total of 489,000 
Negroes in WDIA BMB counties. The 5 other 
Memphis stations split up the white audience. 


Tide now uses WDIA as do each other QUALITY 
advertisers as Lucky Strike, Kellogg, Ipana, Super 
Suds, Purex, Sealtest, Arrid, Bayer Aspirin and 
Calumet. The Hooper below shows why WDIA is 
a GREAT BUY. Write for full details. 


HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: July-Aug. 1951 


Time Sets WDIA B C D €E F G 
M-F 8AM-6PM_ 13.3 23.5 22.7 17.9 14.8 10.8 5.1 3.7 


MEMPHIS W D { A TENN. 


John E. Pearson Co., Representative 
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other home appliance manufacturers 
both Proctor and Barker Brothers 
were of the opinion that they should 
consider only top-brand, non-compe- 
titive products — products which 
would lend themselves to this type of 
promotion. It was necessary, too, to 
confine selection to those companies 
that had co-op advertising funds and 
were willing to make an outlay for 
this type of promotion. 


A Teamwork Setup 


The products and brands found 
available and suitable were: 
Mary Never-Lift 


Steam Iron 


Iron: Proctor 


Toaster: Proctor Custom Crisper 
Toaster 

Mixer: Hamilton Beach 

Blender: Waring 

Roaster: Westinghouse 

Broiler: Broilking 
Appliance) 

Coffee maker: 
Robot 


The advantages of working with 
top brands is obvious. The program 
can be staged with confidence because 
of the knowledge that all brands can 
carry their own weight and help to 
insure the success of the Kids’ Day 
event. 

The extent of Barker Brothers’ 
enthusiastic cooperation and contribu- 
tion to the program is revealed in a 
letter which Mr. Stang sent to the 
West Coast representatives of the 
participating manufacturers: 


(International 


Farberware Coffee 


We appreciate the fact that you are 
cooperating with us on our “Kids’ Day” 
promotion. We sincerely believe it is 
unique and bound to be successful. 


In order to assure its success and to 
take advantage of all possible publicity, 
we have made the following arrange- 
ments: 


We are going to have a special break- 
fast at the Pig’n Whistle on 7th Street, 
across from Barker's at 8 A.M. next Thurs- 
day. All the youngsters will attend. All 
newspaper and business paper representa- 
tives will be invited. All the salespeople 
who will adopt the teen-agers for the big 
day will be on hand. Photographs of the 
“Kids” and their corresponding products 
will be taken for use in newspaper ad- 
vertisements and for publicity purposes. 


This breakfast was arranged for sev- 
eral reasons: 


1. The “Kids” will meet the people 
with whom they will work. They will 
feel much more at ease and we can de- 
termine that each will be on hand for the 
big event. 

2. A drawing will be made to deter- 
mine which “Kid” demonstrates which 
product. 


3. Day’s sale quota can be set. 


4. You can see to it that your “Kid”’ js 
properly trained. 

We feel this breakfast is very impor- 
tant. Please advise us whether you or a 
qualified representative of your company 
will attend. 

Another important preliminary was 
the appearance of the teen-agers on 
Barker Brothers’ TV program, “De- 
sign for Living’ over KTLA on the 
Thursday evening preceding _ the 
event. 

As final preparations began to jell 
Mr. Dewalt and Mrs. Huse saw to 
it that each boy was contacted by 
telephone no less than six times dur- 
ing the days just preceding this pro- 
motion. Care was taken to keep the 
parents of the participants informed 
as plans moved forward. Mothers of 
the lads were invited to attend the 
special breakfast arranged by Barker 
Brothers. 


Youngsters Take Initiative 


In the meantime, the youthful 
candidates for the scholarship award 
were indulging in some lively promo- 
tion of their own. With the assist- 
ance of his mother, young Walter 
Roman wrote a special bulletin and 
mailed it to friends and neighbors: 


Dear Friend: 

See me on television KTLA at 7:15 P.M. 

Vote for me personally at Barker 
Brothers’ Electrical Appliance Depart- 
ment, 7th floor. See me demonstrate the 
beautiful Proctor Custom Toaster all day 
Saturday. Your vote in the “Best Sales- 
man” contest will enable me to be eligible 
for the scholarship award. 


Teen-ager Ruben Simonian had 
help from Paul Bradner, Westing- 
house West Coast representative, in 
the preparation of his mailing piece 
to neighbors: 

Kip’s Day 
When: Next Saturday 
Where: Electric Appliance Department 


Barker Brothers 


Who: Ruben Simonian 


Come on down and watch 15-year old 
Ruben Simonian bake cookies. Ask him 
for his famous Recipe-of-the-Week. Ther« 
will also be many other attractions 
throughout the day. 


Cast your vote for Ruben and his West 
inghouse Roaster. 


P.S. Ruben will be on Barker Brother's 
TV show this Thursday. 


Barker Brothers’ enthusiasm ove 
the Kids’ Day premiere was con- 
firmed in a letter to Mr. Dewalt i 
which Mr. Stang expressed the man- 
agement’s intention of repeating th 
Kids’ Day promotion during the cur- 
rent school year. 

Impact of the premiere on mer- 
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Doing business without advertis- 
ing is like winking at a girl in the 
dark. You know what you're doing 
but no one else does. 


Pe 


( —The Salesman's Treasury 
Edited by Lawrence Lariar 


chandising circles was soon evident. 
The attending publicity led other 
leading stores to consider a Kids’ 
Day for their own establishments. 

A few days after the Los Angeles 
tryout the housewares buyer and the 
promotion director of Bon Marche, 
Seattle, contacted Barker Brothers 
for information on the project. Bar- 
ker Brothers turned the request over 
to Mr. Dewalt who promptly made 
available to Bon Marche the com- 
plete story and revealed how the ob- 
stacles which beset the original ex- 
periment could be avoided. 

Guided by a veritable blueprint, 
Bud Davis, Proctor’s Seattle district 
manager, and the store’s management 
promptly arranged for the participa- 
tion of the makers of these branded 


products : 
1. Nesco Products: Roaster and Casserole 
. Dulane Fryryte: Deep Fat Fryer 


2 
3. Universal: Electric Iron 
4 


. Dormeyer: Mixer 
5. Arvin Products: Waffle Baker 
6. Proctor: Toaster 
7. Proctor: Mary Proctor Steam 
Iron 
Here again results exceeded ex- 


pectations. ‘There were more than 
1,500 votes cast at each store, making 
a total of over 3,000 votes. The teen- 
agers had a wonderful time of it. 
The lad who demonstrated the Du- 
lane Fryryte won first prize and the 
boy who demonstrated the Proctor 
Toaster won the second prize. 

Another test was made in Shreve- 
port, La., when Proctor assisted 
Southern Building Supply Co. and 
he McLatur Appliance Co. in fea- 
— Kids’ Day promotions for that 

. The teen-age demonstrators re- 
an the appliances they demon- 
strated—contributed by the partici- 
ating manufacturers. In addition, 
they each received an award of $10 
rom the retail outlet in which they 
ested their selling ability. 

All four stores, representing widely 
eparated markets, want a “return 
ngagement.” This is what is prompt- 
‘ng Proctor to plan for promoting 
‘he Kids’ Day idea in other major 
cities. 
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aes Almost 
4 70 Years Ago... 


Almost 70 years ago my father, 
Dietrick Lamade, published the 
first issue of a weekly publication 
called Grit. Considering the trials and tribulations to which 
his scant capital of $150 subjected him, I’ve always thought 
the name was singularly apt and fitting. 


However he kept at it. He saw the circulation spread 
beyond town, county, and state lines until, by the hundreds 
of thousands, it flowed into all corners of the country. His 
sons took over for him eventually, and now his grandsons 
are working into the business. 


Unless you have lived in a Small Town, very likely you’ve 
never seen a copy of GRIT. Primarily GRIT is a Small Town 
news weekly. 


It has other purposes, too, but first and foremost it brings 
to intelligent, substantial Small Town men and women an 
accurate, clear digest of what’s going on, nationally and 
internationally. In this respect, it does the same kind of a 
job as Newsweek and Time. (Apparently GRIT does this more 
to the Small Towns’ liking than the other two, since its 
circulation in towns of less than 2500 is greater than theirs 
combined). 


In addition there’s a household section for housewives, 
comics for the youngsters, fiction for the grown-ups—and 
a very healthy, sturdy spirit of Americanism all through. 


If you manufacture and sell anything that Small Town 
people buy and use and buy again (and that’s almost every- 
thing) I think you’ll want to know more about GRIT’s in- 
fluence with over 650,000 American Small Town families. 
May I send you some recent issues? They will show you 
why GRIT is such favored reading matter—in its advertising 


columns as well as its editorial pages. 


President 


ww ea nec _ 
SMALL TOWN AMERICA’S GREATEST FAMILY. WEEKLY 
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CONCENTRATE... Select 


those markets where your sales 


opportunities are richest. Take 


advantage of the unique flexibility 


of PICTORIAL REVIEW. Only 


PICTORIAL REVIEW lets you buy 
without penalty from 1 to 10 


of America’s big-profit Sunday 


Magazine Markets to fit your 


advertising exactly to your separate 


market sales plans. 


America’s Top Artists And Writers Put 


Exceptional Sales-Pull In 


Pictorial Review 


... The One Sunday Magazine You Can Use For Mass Selling In Single Markets 


PICTORIAL REVIEW generates an 
exceptional sales-pull on its readers for 
your products or services. 


One fundamental reason is that this un- 
usual Sunday Magazine is rich in ‘mental 
meat” for the average man and woman. 


Tying its vast audience tight to its pages 
issue after issue is a star group of spar- 
kling, provocative essays, short stories, 
humor, cartoons by America’s top artists 
and writers. 


Issue by issue, too, PICTORIAL 
REVIEW keeps reader-interest whetted 
keen with all the national and /ocal 
news of the movies, the theater, all show 
business. Criticisms. Gossip. Advertising. 


Ic will pay you handsomely to power 
your advertising with PICTORIAL 
REVIEW’S deep and persuasive reader- 
terest. 


Vhy not put PICTORIAL REVIEW 
mm your schedule soon,,.and see? 


HEARST PUBLICATION) ¢ 


Review 


FRATunes e 
AOOES @ op 
Aba 


Total 10-Market Circulation Takes Your Advertising To 
More Than 6,000,000 Families With The Sunday Issues Of 


CHICAGO HERALD-AMERICAN ° BOSTON ADVERTISER 
NEW YORK JOURNAL-AMERICAN + BALTIMORE AMERICAN 
SAN FRANCISCO EXAMINER ° DETROIT TIMES 
LOS ANGELES EXAMINER ® MILWAUKEE SENTINEL 
SEATTLE POST-INTELLIGENCER + PITTSBURGH SUN-TELEGRAPH 


Advertising may be bought nationally, sectionally, or by individual mer- 
kets. Any combination of three or more papers earns you a group discount. 


Represented Nationally by HEARST ADVERTISING SERVICE 


A SPARKLING COFFEE BEVERAGE 
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IT CALLS FOR A PARAPHRASE: “My Time Is Coffee Time.” 


NEW PRODUCT, NEW MERCHANDISING IDEA: Four-color posters 4 
Herbert A. Soble (left) and Rudy Vallee, president and executive 
vice-president, respectively, of Coffee Time Products, are in the 


with strong appetite appeal, suggesting iced coffee made with Coffee), 
headlines in the soft drink industry. 


Time, helped to stimulate sales among thousands of new customers 


They're awaiting results. in the New England area this summer. Volume continues to climb. 


“Coffee Time’ Ils a Smash Hit: 
National Distribution Coming 


BY BERNARD G. PRIESTLEY 


in practically all major grocery and 
super market chains in New England 
and in New York State. 

Since then franchises for local pro- 
duction of ‘Coffee Time’ have been 
assigned to bottlers in Manhattan, 
the Bronx, Brooklyn, Long Island, 
Newark, N. J., Providence, R. L., 
and other localities. Moreover, pl:ns 


A new carbonated coffee beverage introduced in Boston 
on January 26, 1951, is already solidly entrenched in New 
England, is on its way in the big New York market. It's the 
brain-child of Herbert Soble, a man who loves his coffee. 


A marketing success story in the 
history of the highly-competitive soft 
drink industry can now be told. 
Spending less than $5,000 on sales 
promotion during the first five-month 
period, a new company has achieved 
more progress in launching a new 
product than many a long-established 
firm with a half-million-dollar cam- 
paign. 
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The story concerns ‘‘Coffee Time,” 
a new carbonated coffee beverage, in- 
troduced at a press party in Boston 
last January 26. Three weeks later, 
when salesmen contacted the trade in 
Greater Boston, they received 70% 
immediate acceptance. By June 1 
more than a million bottles had been 
sold in that area. Within another 
month “Coffee Time” was being sold 


have been made for franchising it 
throughout the country. This devel- 
opment, according to plans, will start § 
within the next few months and | 
“Coffee Time,” within the next yer, 
should be under production and se!l- 
ing in all major markets in the coun- 
try. 

It all started with Herbert -1. 
Soble, president of the American Dry 
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Detroit has the highest median family income of any 
major city, according to U. S. Department of Commerce. 


Where there’s high income, there’s big business. . . 
31 -billion dollars a year in the Detroit 6-county 
trading area. And The Detroit News can get this business 
for you at lower cost because 96% of its total weekday 


circulation 1s concentrated 1n the same area. 


The News provides 103,490 more circulation than 
the morning paper, and 49,180 more than the other 
evening paper in this rich market. 
i 
To get the most business out of Detroit, get your 
: product story into The Detroit News... where 
y an . ° 
elon advertisers place almost as much linage as in both 
) other Detroit papers combined. 
pro- 
been f ea. 
attan, 
| “u™The Detroit N 
R. I, 464,940 e e O e ws 
pl ns highest untae stows ; 
. lati f an troit 
ng “ —_ THE HOME NEWSPAPER 
ye’ 571,757 
Start 4 highest Sunday circu 
and lation in Detroit News 
. history 
yet, 
se l- 4 B.C figures for 6-month period owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 
coun ending March 31, 195) 
t A ‘stern Offices: 110 E. 42nd St., New York 17—under management of A.H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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The most 
frequenily 
quoted 


business 
publication 


in the world? 


That’s what many say about 
The Wall Street Journal. Frankly, 
we don’t know. We do know that 
The Journal’s contents get a wide 
distribution—not only among the 
211,233 subscribers in all 48 states, 
but also among those in the wide 
spheres these subscribers influence. 


These decision-making execu- 
tives must be well informed—and 
they also help keep others inform- 
ed on important business develop- 
ments. These readers find the edi- 
torial matter of The Journal so in- 
formative and _ up-to-the-minute 
that requests to reprint articles 
are made continuously. See how 
many varieties of businesses are 
represented by the originating 
sources of these requests, received 
by The Wall Street Journal in 
only a seven week period: 


Advertising Agency 
Agricultural Feed Mfgr. 
Appliance Mfgr. 

Bank 

Building Materials Mfgr. 
Business Machine Mfgr. 
Cement Mfgr. 
Chamber of Commerce 
Chinchilla Ranch 

Civic Commission 
Educational Foundation 
Engineering Firm 

Farm Machinery Mfgr. 
Housing Development 
Insurance Firm 
Magazine 

Medical Academy 

Oil Company 

Paper Cup Mfgr. 
Publishing Firm 

Radio Mfgr. 

Real Estate Board 
Savings-Loan Assn. 
State Department 
Textile Company 

Toilet Goods Mfgr. 
Trade Association 
University 

Utility 

Wood Products Mfgr. 


If you advertise to business, 
The Wall Street Journal should 
head your list, too! 


The Wall Street Journal 
published at: 

Dallas 

San Francisco 


New York 
Chicago 
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Ginger Ale Co., Inc., the Pureoxia 
Co., another carbonated beverage 
firm, and the Moxie Bottling Co., 
Boston. He and some friends in the 
beverage business, recognizing the 
universal appeal of coffee as a flavor, 
decided to look into the possibilities 
of putting on the market a carbo- 
nated coffee drink. 

Soon they came face to face with 
the problem that for many years has 
bafled bottlers who attempted to 
perfect a pure coffee soda: finding a 
way to prevent the coffee from fer- 
menting the third or fourth month 
after the beverage is bottled. 

The problem was handed to a 
nationally-recognized research labora- 
tory. After four years of intensive 
effort, the laboratory assured the 
Soble group that a formula had been 
perfected—one which gives the pro- 
posed carbonated coffee drink a shelf- 
life of at least a year. Moreover, 
they were assured that the drink 
would be full-bodied and rich with 
pure coffee taste—unlike the coffee 
drinks previously created, which were 
merely artificially-flavored sodas. 


Enter, A Showman 


During that development period 
Mr. Soble formed Coffee Time Prod- 
ucts of America, Inc., with head- 
quarters in Boston. He _ became 
president of the new company. At 
that time Stanley Brown joined the 
firm as sales manager. The two men 
met Rudy Vallee, the famous show- 
man, who started his career as a soda 
jerk in his father’s drug store in 
Westbrook, Me. Rudy became ex- 
ecutive vice-president of the company. 

Vallee not only lent his name to 
the enterprise, he went to work to 
extol the virtues of the new drink 
and gave his entertainment chores 
second billing. With his showman- 
ship, in addition to the _ publicity 
through the Boston press party, news- 
papers, wire services, magazines, 
business papers, television and radio 
stations, the new drink was given a 
favorable send-off. 

The publicity brought inquiries 
from soft drink bottlers from every 
state in the Union and Canada. After 
testing the drink, they applied for 
franchises. But Soble-Vallee-Brown 
decided to move cautiously and solid- 
ly. They concentrated on a test cam- 
paign in the Greater Boston area— 
supposedly a difficult market for 
many new products to crash. 

They started a widespread sam- 
pling campaign among the leaders in 
each Greater Boston community, ex- 
tensively assisted by Harry Paul & 
Associates, Boston advertising agen- 
cy. These leaders tried “Coffee 


Time” themselves, then served it 
their friends, who invariably becam 
boosters of the new drink. 

The Paul agency also devised ot! ¢ 
ways to promote the new drink. | 
instance, famous-name orches:r 
leaders, supplied with sample bott!s 
got radio disc jockeys to try it, wt 
the result that it drew numer 
mentions over the air. Tie-ups a's 
were arranged with television sta- 
tions, under which “Coffee Tinie” 
was given away as prizes. A few 
bottles to newspaper columnists 
brought a goodly number of favor- 
able comments in print. 

In three weeks salesmen were sent 
out to call on the trade: super mar- 
kets and grocery chains, individual 
grocers, variety and drug. stores. 
Even the salesmen were amazed 
when they received over 70% dealer 
acceptance. This was because of the 
fact that the stores, through the pub- 
licity, much of which named Rudy 
Vallee, had already received calls for 
the product. 

Then, and not until then, came the 
first .paid advertising. Cooperative 
advertisements in newspapers were 
launched with big stores such as 
Jordan Marsh Co. and S. S. Pierce 
Co., and with super markets includ- 
ing Elm Farm, Food Fair, Stop & 
Shop and Market Basket. 


Sampling Stimulates Sales 


Point-of-purchase material was em- 
ployed extensively. Much of it fea- 
tured pictures of Rudy Vallee hold- 
ing a bottle of “Coffee Time” and 
catch-phrases such as “My Time Is 
Coffee Time,” “Any Time Is Coffee 
Time” and ‘‘Make Your Time Coftee 
Time,” all based on his radio theme 
song, “My Time Is Your Time.” 

Bottle-toppers, window _ banners 
and inside store banners as well as 
other display pieces also helped to 
increase sales. 

Demonstrations were made in the 
stores for the dealers as well as for 
their customers. Patrons were asked 
to sample “Coffee Time” with ice 
cream, milk and cream to show tlie 


‘ product’s versatility as a mixer. Sug- 


gestions were given on mixin 

“Coffee Time” with various liquors 
—an idea carried out in contactin 

restaurants and night clubs, whe 

table tents and menu-tippers ae 
supplied. 

Numerous other sales approach 
were developed. For instance, sm: 
variety stores selling ice cream al 
soda pop but having no soda fou 
tains, were shown how they cou! | 
sell ice cream sodas by adding 
scoop of ice cream to a paper ct 
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o | — WHERE CASH REGISTERS ARE OVERWORKED! 
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w . increased by staggering defense contracts, lumber / 
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i exports, shipping, manufacturing, food processing and transpor- i 
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Don't Let The Magical 


"50,000 POPULATION" LIMIT 
STOP YOU 
. .. from reaching over 130,000 consumers 
in the rich Pantagraph Market. 
7th LARGEST RETAIL SALES 
MARKET IN ILLINOIS 


$130,849,800* 


@ The Pantagraph has the second largest 
circulation among 74 evening newspapers 
in Ilinois.* 


@ The Pantagraph Market is the 2nd largest 
in ‘‘downstate"’ Illinois covered by one 
newspaper.* 


“Copyright 1950 Sales Management Survey of Buy 
ing Power; further reproduction not 


licensed. 
Chicago excluded in all comparisons 


You're Market-Wise 


“ep, 8LOOMINGTON, ILLING,< 
*o/ ry 
"lin, 
‘Nojs' Home Newspaper Since 1844 


Represented by Gilman, Nicoll & Ruthman 


Sth IN THE U.S. 


MORNINGS 


(Sth IN THE U.S. 


SUNDAYS 


FIRST In FLORIDA 


In Department Store Adv. 


Here at the St. Petersburg TIMES 
we're mighty proud of this standing 
just revealed by Media Records First 
Fifty Report. 


And remember, it was only a short 
time ago that St. Petersburg passed 
100,000 population. 


Again, we say to you, you can't 
ignore this best-read, best-adver- 
tised-in paper in Florida's fastest 
growing market. 


ST. PETERSBURG—FLORIDA 


pay TIMES sunoay 


Represented by 
Theis & Simpson Co., Inc. 


New York Detroit Chicago Atlanta 
V.J. Obenauer Jr. in Jacksonville, Florida. 


filled with “Coffee Time.” These 
stores were well supplied with display 
signs suggesting “Coffee Time” ice 
cream sodas. In grocery stores sell- 
ing packaged ice cream from a freezer 
cabinet, display signs were put up, 
suggesting that housewives take home 
“Coffee Time” with the ice cream 
to make their own ice cream sodas. 
Favorable reactions and sales resulted 
from these promotional ideas. 


“Coffee Time" at "Pops" 


At the famous Boston “Pops” 
Concerts wines and beers had been 
sold for years. It was suggested that 
they serve “Coffee Time” ice cream 
sodas as well as “Coffee Time” by 
itself. The management agreed. This 
proved an additional revenue-maker 
for the “Pops,” and the company. 

On June 1 Mr. Soble presented 
the one-millionth bottle to Mayor 
John B. Hynes in his office at Boston 
City Hall. The event gained wide 
newspaper publicity. 

Three days later the new product 
was launched at a press party in the 
New York area. Vallee was in Hous- 
ton, Tex., but a direct telephone wire 
was arranged so he could speak with 
reporters individually, and have the 
conversations amplified for all the 


people present. Then, generally, the 
Greater Boston promotional program 
was repeated. 

Again “Coffee Time” caught on 
quickly and sales began to mount 
each week. Soon, as was the case in 
New England, practically all major 
chains in the area had accepted the 
new drink, and not long afterward 
distribution was extended through 
much of New York State. Mean- 
while, franchises were awarded in 
Manhattan, Bronx, Brooklyn and 
other localities previously named, 
with New England being supplied 
through the Boston franchise, Moxie 
Bottling Co. 

At the start “Coffee Time” execu- 
tives were somewhat concerned that 
the price of the new coffee beverage 
—18 cents a pint bottle, two for 35 
cents—might be considered high. 
Sales results indicate no cause for 
apprehension on that score. The 
plan of packing “Coffee Time” in 
champagne-style bottles, no deposit, 
no return, also is acceptable to house- 
wives and to dealers. 

Plans now have been completed 
for an extensive newspaper, radio and 
television advertising campaign for 
the New England, New York and 
New Jersey areas, to push the prod- 
uct higher up the sales ladder. Next, 
the West and South. 


Look at the difference . . . between The Prudential Insurance 


Company's 1951 and 1952 adver- 
tising. You don't follow? Well, the 
gal on the right represents last 
year's Prudential advertising, the 
blonde, next year's. You see, 1952 
copy will be 60°% shorter—with 
more space showing. That's why the 
young lady on the left has 60% 
more space showing, proving that 
the shorter the copy, the more 
attention. Naturally, the girls wear 
Prudential reprints. This is the way 
v-p Robert M. Green, standing 
between the Prudentialettes, out- 
lined 1952 advertising to Cana- 
dian District Managers. 
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THE EMPORIUM buys 16.5% of San Francisco 
Dept. Store newspaper linage, reaps $41 Mil- 
lion annual sales. Third biggest 6-day linage 
(21.6% of total) in The Chronicle; the biggest 
7-day linage 


CITY OF PARIS buys 11.1% of San Francisco 
Dept. Store newspaper linage, reaps $16 Mil- 
lion annual sales. Biggest 6-day linage (62.2% 
of total) in The Chronicle; the biggest 7-day 
linage, too 


Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N. Y. These reprints may be ordered by 


number. 


NEW REPRINTS 


237—Is It Management's Fault That 
So Many Salesmen Fail? by Robert N. 
McMurry. (Price 25c) 


236—14 Practical Ways to Help Your 
Distributors—Now, by Louis H. Brendel. 
(Price 10c) 


FOR 


COMPLETE 


COVERAGE 
OF THE 


$402 MILLION 


QUAD CITY MARKET 


The New 
MORNING DEMOCRAT 


The Evening 
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The Sunday 
DEMOCRAT and TIMES 
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HEADQUARTERS DAVENPORT, IOWA 
Serving the Quad-Cities of 
Davenport, lowa; Rock Island, 
Moline and East Moline, Illinois 
Represented nationally by Jann & Kelley, Inc. 
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235—Salary & Bonus Plans Popular in 
Drug Field. (Price 5c) 


234—How to Head Off Arguments with 
Prospects, by Dr. Donald A. Laird. 
(Price 5c) 


233—What Women Like and Dislike 
About Packages Today, by A. R. Hahn. 
(Price $1.00) 


232—Point-of-Purchase: The Advertis- 
ing Medium That Clinches the Sale. 
(Price 75c) 


231—Sales Leap 51% When Homasote 
Offers Incentive for More Calls, by F. 
Vaux Wilson, Jr. (Price 10c) 


230—Eight Types of Sales Prospects 
.. and How to Handle Them, by Wil- 
liam G. Damroth. (Price 10c) 


229—The Jaded Convention Audience: 
How to Make It Sit Up and Bark. (Price 
25c) 


228—Appraisals for Salesmen: They 
Help to Lift the Batting Average, and 
Bonus Tied to Merit-Rating Adds Incen- 
tive to Industrial Pay Plan. (Price 50c) 


227—227 Reasons for Continued Selling 
—Even Though There’s Nothing to Sell. 
(Price 10c) 


226 — When — and Why — Customers 
Mistrust Salesmen, by Dr. Donald A. 
Laird. (Price 5c) 


225—What Air Reduction Is Doing to 
Increase Effective Selling Time. (Price 
10c) 


MARKETS 


222—Experts Pick Best Test Markets 
by Regions and 5 Population Groups. 
(Price 25c) 


207—Who’s Who of Department Stores 
in New York Buying Groups. (Price 25c) 


192—ABC’s of Market Indexes and 
How to Apply Them to Sales Problems, 
by Richard D. Crisp. (Price 35c) 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Coun- 
try in Three Population Groups. (Price 
25c) 


152—Where To Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 


142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
available until present limited stocks are 
exhausted (Prices indicated): 


Do You Treat Canada As Just An- 
other Export Market? (Price 10c) 


What Industrial Buyers Expect to Find 
in Your Proposal Letters, by Herbert W. 
Green. (Price 10c) 


Adventures in Shopping (ninth 
tenth of a series of articles). (Price 2 
_ Adventures in Shopping (seventh :; 
eighth of a series of articles). (Price 2 


_Adventures in Shopping (fifth 
sixth of a series of articles). (Price 25 
Adventures in Shopping (third 
fourth of a series of articles). (Price 
25c) 


Adventures in Shopping (first and 
second of a series of articles). (Price 
25c) 


Quiet Talk to the Salesmen About Self. 
Training, by Neil M. Mathews. (Price 5c) 

“THE SALESMAN’S CREED,” by W. C. 
Holman. (A special reprint made in a 
size and format suitable for framing. 
Actual size: 1174”x15”. On fine rag 
stock; in color. Prices: single copy, $1.00 
... 3 to 11 copies, 75c each ...a dozen 
copies, $6 . . . more than 12, 50c each.) 


How to Cut Waste Out of Salesmen’s 
Selling Hours, by R. A. Siegel, Jr. 
(Price 10c) 


75% of Our Sales Engineers Upped 
Earnings with Incentive Pay, by James 
W. Brady. (Price 5c) 


To Charge or Not to Charge for Sales 
Promotion Materials? (Price 5c) 


Gifts and Entertainment— Are They 
“Necessary Evils” in Selling? by Lester 
B. Colby. (Price 10c) 


Color Inserts: Too Lavish for Indus- 
trial Advertisers? by William F. Weimer. 
(Price 5c) 


8 Traits that Make Salesmen Welcome 
at General Electric. (Price 10c) 


The Survey of Buying Power Versus 
the Census on Population, by Jay M. 
Gould. (Price 10c) 


How Good Is The Sales Management 
Survey of Buying Power? by Jay M. 
Gould. (Price 10c) 


What Type of Woman is Most Likely 
to Succeed in Direct Selling? by Kath- 
erine S. Miller. (Price 25c) 


“Let's See You Do It” Training Is 
Heart of Winkler’s Dealer Course. (Price 
10c) 


Look Who’s Buying Comics Now! by 
Etna M. Kelley. (G-E ... Ethyl... 
Ford ... and even the NAM... plus 
scores of other big names .. . are dis- 
tributing millions of specialized comics 
for a wide variety of sales and public 
relations objectives.) (Price 25c) 


1951 Survey of Buying Power 
Canadian Edition 


Complete population, retail sales, effective 


buying income for provinces, counties ard 
cities (Price $1.00). 
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New Books for 
Marketing Men 


reviewed or mentioned in_ this 
nn are not available from SALES 
ANAGEMENT. Please order from your 


ook store or direct from the publisher. 


Morketing By Manufacturers. Edited by 
Charles F. Phillips. Published by Richard 
D. Irwin, Inc., Homewood, Ill. Price, 


47.35 
/ 5 


Some of the leading authorities, in 
some of the nation’s important market- 
ing departments of colleges and universi- 
ties, have contributed chapters to this 
collection. Among them: R. S. Alexan- 
der, Columbia; Harvey W. Huegy, Uni- 
versity of Illinois; Harry R. Tosdal, 
Harvard. Ten authorities, including 
these three, thus combined their talents 
to produce this book as an aid to manu- 
facturers of consumers’ goods and indus- 
trial goods in determining sound market- 
ing policies and in solving distribution 
policies under today’s conditions. Each 
authority has covered a separate subject. 


Sales Management. By D. M. Phelps. 
Published by Richard D. Irwin, Ince. 
Price, $7.35. 


This book, by Professor Phelps of the 
Department of Marketing, University of 
Michigan, deals with all the managerial 
aspects of marketing. It emphasizes re- 
search, offers a guide to sales manage- 
ment as practiced in the present-day 
business world. There is voluminous in- 
formation on such topics as planning the 
product, investigating the market, pric- 
ing the product, planning the sales effort 
and managing the sales and service per- 
sonnel. 


Bradford's Survey and Directory of 
Marketing Research Agencies in the 
U. S. and the Werld. By Ernest S. Brad- 
ford, Ph. D. Published by Bradford’s 
Directory, 50 Argyle Ave., New Rochelle, 
N. Y. Price, $5.00. 


This is the fifth edition, marked 1951- 
1952, of Dr. Bradford’s directory. He 
considers it primarily an aid to execu- 
tives who want to analyze their products, 
potential markets or methods of distribu- 
tion. The directory offers a list of re- 
search agencies, together with informa- 
tion on how long they have individually 
been in business, the staff and personnel 
of cach and whether they are prepared 
to cover a local or national market. 
O 200 research agencies in leading 
are documented. 


New Releases from The American 
agement Association, 330 West 42nd 
New York 18, N. Y. Price, each, 


he AMA has released four new book- 
Executive Compensation: Company 
ies and Practices; Practical Methods 
fanagement Development; Tools for 
‘coved Personnel Relations and Plan- 
: for Peak Production. Each has been 
ten by a top authority. 
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Greater Gains... 
IN THE 


‘TROY, N.Y. 
MARKET 


Troy - - - - Albany 
Schenectady 


METROPOLITAN AREA RETAIL SALES 
FOR 1950 


*638,795,000 


This is a gain of 13.6% over the 1948 U. S. 
Census of Business figure and a higher gain 
than the national increase (7.5%) and the 
Middle Atlantic increase (9.7%). 


You get the Troy City Zone’s 
share of this richer market 
only by advertising in The 
Record Newspapers. 


CONSUMERS... . 122,000 
CIRCULATION ... 46,473 


(Sept. average) 
COVERAGE...... 96.8% 


Rate: 18 cents per line 
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Only THIS one of the 3 biggest man-woman magazines 
screens its huge audience for the BUY on their minds! 


Me you re one of the many who think 
i¥I you have to buy small circulations to 


reach “‘class markets.” 


That may have been true—but no longer! 
Something new—something important—has 
been happening among big-circulation mag- 
azines. 


Better Homes & Gardens has changed the 
picture—by offering advertisers a big 3/%- 
million market of way above-average needs 
and wants—and way above-average incomes! 


Yes, despite its quick climb to 3/2-million 
circulation, BH&G has been deliberately 
screening out all but your best possible cus- 
tomers. There’s no fiction, no sensationalism, 
no general news pictures in BH&G. Nothing 
to attract casual readers—only those who 
mean business! 


1951] 


It’s only the BUY-minded—3!2-million fami- 
lies, ever searching for things to make life 
fuller, homes happier, busy days easier— 
who bury their noses in BH&G! 


Husbands and wives together, they come 
up with definite ideas about what’s for 


THEM —and where to buy it! 


No other market is at once so BIG, so buy- 
MINDED, so buy-ABLE. It’s a key market for 
any consumer product. Why not get all the 
facts about BH&G’s 3%-million better- 
income families—screened for the BUY on 
their minds! 


eA LOTTE Ae 
er a4 RL ELtY 
YX Tee 

oe 


4.4% it y Ay 
} aN 
SA . 


Serving a SCREENED MARKET of 3% 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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PAINSTAKING FIELD RESEARCH is responsible for many of the 
ideas built into new containers. A special spot is provided for the 
dealer's price-mark; it is deliberately made a part of the design. 


THIS IS IT: The design that so radically changed a 60-year 
old company's merchandising methods. It lends full pro- 
tection to a perishable product, has smashing shelf-appeal. 


Look at These Packages: They 
Revolutionized a Sales Plan 


peaches. Bonner Packing, while a 


i - S : 
Bonner Packing Co. had gone along for three-score year Geen So. oe 
packing mostly private brands. Then they decided to push tion to match advertising budgets 


such as these. 

“But suppose we did decide we 
were in a position to do. a promo- 
tional job of some kind?” Mr. Bon- 
ner asked. ‘““What do we have to 


for more volume under their own name. First step was a 
re-do on packages—and thereby hangs this exciting story. 


BY ELSA GIDLOW 


Early in the 1940’s Charles W. 
Bonner, president of Bonner Pack- 
ing Co.,* which for 60 years has been 
packaging and_ distributing dried 
fruits from California’s San Joaquin 
Valley, was brought up short as he 
contemplated one of his firm’s many 
unrelated packages. The brand was 
“Victory,” the symbol on the label a 
cluster of flags of nations presum- 
ably allies of the United States. 

What was wrong with the picture 
to give Mr. Bonner such a severe 
jolt? “We discovered,’ says Mr. 
Bonner, “we were entering World 
War II with the Italian flag on our 
package.” 

Victory brand was quickly dropped 
and never was missed, for Bonner at 
that time was putting out so many 
brands that one more or less didn’t 


*Fresno, Calif. 
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mean much. But the incident had a 
profound effect on the company’s 
president. It made him _ package- 
conscious. 

He was thinking about packages 
just then because he was thinking 
about merchandising. He was think- 
ing about merchandising because the 
war boom in certain foods which had 
temporarily solved a_ big surplus 
headache for the California dried 
fruit industry was going to let mem- 
bers of that industry down with a 
bang if they failed to take thought 
for the morrow. Mr. Bonner was 
taking serious thought for that mor- 
row. He summed it up to: “We’re 
going to have to do some energetic 
promotion.” 

This was the question: What sort 
of promotion? Sun Maid and Del 
Monte and companies with such well 
known brands could write a sizable 
figure into postwar advertising budg- 
ets for their raisins, figs or dried 


promote? What would be the basis 
of promotion ?” 

The first half of the question was 
answered by an array of packages 
and brands which had grown like a 
family of Topsies, only there was no 
family resemblance. The packages 
had labels without the slightest rela- 
tionship to each other. Their designs, 
art work and typography were from 
as many different artists, men who in 
most cases happened to work for some 
carton maker from whom the pack- 
ages were ordered. The second half 
of the question answered itself. There 
is no basis for any sort of promotion 
with a setup like that. 

“Before there is any basis for pro- 
motion,” Mr. Bonner reasoned, “w: 
must have a recognizable package an: 
something to talk about.”’ The firs 
step, the company therefore decided 
must be to integrate its brands. That 
was in 1944, 

Up to that time Bonner Packin; 
Co. was known mainly as a packe 
of private brands of dried fruits 
Roughly, 75% of its business was ir 


SALES MANAGEMEN™ 


sign, 


& 
3 


tail self-service, is the 


es not 


COUNTRY STYLE: Because people who live in rural areas buy 
in larger units than city folks, this “bulk bag" has been 
created. 


What Repackaging Has Done 


for Bonner: 


. Where formerly 75% of the company's business had been 
done in private brands. and 25% under Bonner's own name 


before, these proportions are almost exactly reversed. 


. Bonner has gained many new retail outlets, mainly among 


medium size and smaller independents. 


. In a field notorious for price fluctuations, Bonner's prices are 


now stabilized. 


. Because the new packeges are so adaptable to eye-filling 


display, the company is beginning to get some point-of- 


purchase display dividends. 


lt has expanded the export market. 


. It attracts the better food brokers, those with merchandising 


talent who are unwilling to be order-takers on strictly a price 


basis. 


vate labels. The company never 
| done any advertising. Now, the 


mpany decided to promote its own 


ind. 
Che focal point of any food mer- 
ndising program in this day of 
package, 
nner management decided. It is 
final salesman, since the quality 
the contents is mainly answerable 
repeat business. The package 
ys a determining role there, too, 
food put up in a poor package, 
ugh it be of the highest quality, 
long remain so. Dried 
iches, figs, raisins, the main items 
the Bonner line, are subject to 
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Note its family resemblance to the basic package. 


THESE TRANSPARENT PLIOFILM BAGS (top) take care of many 


m= Conner’ 


poseccen 


: “ 


of the big self-service, fast turnover outlets that often prefer foods 


packed in this type of modern package. 


And below: This group- 


pack carton stimulates promotion of multiple units, is designed, also, 


with gift promotion in mind. All package designs are by Walter Landor. 


deterioration from air, moisture and 
insects. In fact, dried fruits generally 
have been considered seasonal items 
because of these hazards. Charles 
Bonner kept these considerations in 
mind as he reflected on the problems 
of the dried fruit industry. 

The problems were going to weigh 
more heavily as wartime demand de- 
creased, but they were not at all new. 
Since 1936 dried fruit consumption 
had shrunk by one-third. Although 
Canada and Great Britain consumed 
two-thirds more dried fruit products 
per capita than the people of the 
United States, California’s foreign 
markets were shrinking. In spite of 


increasing populations, the signs 
pointed to further shrinkage in both 
foreign and domestic markets. The 
fault must lie in the industry, Mr. 
Bonner believed. 

“No one in the domestic dried 
fruit industry ever has done any 
real promotion,’ Mr. Bonner em- 
phasizes. “I believe ours are the least 
promoted products there are. The peo- 
ple in our field haven’t believed in 
merchandising. It’s been, tradition- 
ally, a speculative, seasonal game, 
with those in it getting what they 
could.” 

Younger men in the business in- 
herited this attitude, but Mr. Bon- 
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It takes more than 

taste to put your 

product on the tongues of America’s 
original “Captive Audience’’— parents! 
Don’t forget there’s money in Sonny — 
and Susie, too, the boss product demand- 
ers! They yell for the soft drink that gives 
balloons — and they get it. And your sales 
message on PIONEER Qualatex ‘Floating 
Billboard” balloons advertises — and 
—— 

Any product moves faster with low-cost 
PIONEER balloons as package inserts, 
tie-ons or self- liquidators. Gorgeous 
colors, printed in non- nang, crackless 
pigments. Our Ad Service epartment 

gives you ideas, samples, 

eG imprint information. 
4 Guaranteed by ™ Write The PIONEER 
Good Housekeeping Rubber Company, 179 Tif- 
fin Road, Willard, Ohio. 


<” aw 
245 apvranistd 


satsoon YOUR (SALES) 


WITH PIONEER QUALATEX 


2) ARD' 
()®, gtlBOARDs 
Roaring © Betis 


GIFTS 
-PREMIUMS 
AWARDS 


DIRECT FROM THIS NEW 1952 


WHOLESALE CATALOG 


WRITE 
FOR 
CATALOG 


OVER 250 

PAGES OF 5 
NATIONALLY a 
KNOWN 

@ DIAMONDS 
@ WATCHES @ TROPHIES 
@ JEWELRY @ PEN SETS 


@ SILVERWARE @ LEATHER GOODS 
@ MANY OTHER GIFT LINES 


WALDRON &.CO., inc. 


1211 CHESTNUT STREET 
PHILADELPHIA 7, PENNA. 


@ ELECTRICAL APPLIANCES 


ner saw no reason for continuing 
with More and more convinced 
that a merchandising job could do 
' much to make dried fruits more pop- 
ular with the American people as 
well as with people abroad, Mr. 
Bonner began to study the packages 
| of comparable foods which enjoyed 
good sales. They had an interesting 
approach. Having just about decided 
to test their ideas for putting more 
raisins, figs and dried peaches into 
consumers’ hands and to shop for an 
outstanding package, Mr. Bonner 
did not follow the usual practice of 
calling in a promotion, an advertis- 
ing or a packaging expert. 
Bonner executives visited retail 
stores instead. They studied packages 
| on the shelves, analyzed their dis- 
play value, observed shoppers. When 
they found a package that stood out 
and obviously attracted customers, 
they inquired into the identity of the 
designer. They also consulted with 
leading wholesalers, brokers and re- 
tailers on what they looked for in a 
package, what they would consider 
ideal in a dried fruit package. 
While making this sales survey 
from the point of view of sales ap- 
| peal the company was thinking in 
| terms of a functional package to pre- 
| serve the qualities of a top-grade 
| product. A type of package to put 
| forward a Bonner quality line was 


| gradually taking form. 


Bonner executives found that most 
| of the packages having the points 
| which were considered outstanding 
were designed by one man. Thus they 
were led to contact Walter Landor 
| & Associates and put their ideas and 
| problems before them. 


Foil Gets the Nod 


After analyzing all requirements 
for both eye appeal and protection, 
| Bonner decided that a foil overwrap 
| on a standard carton would best pro- 
| vide these and denote quality — if 
| skillfully handled. Foil was out of 
| the question while the war was on, 
| but in 1946 Bonner executives, with 
| Landor, turned to Reynolds Metals 
| Co. with some ideas they wanted 
worked out. 

| First dried fruit packer to use a 
| laminated paper-and-foil wrap was 
Sunsweet. It was adopted initially for 
protection only, with the shiny foil 
surface turned inside and printed text 
appearing on the outer layer of pa- 
per. This was necessary because heat 
from the fruit, packed hot, made 
printed foil off-set and smudge at 
that time. Reynolds soon licked the 
off-set problem and Sunsweet began 
| to wear its shiny side out. Even after 
| World War II, however, Sunsweet’s 


package made no attempt to stimu- 
late appetite or taste appeal, at least 
not by showing the product or pic- 
tures of the product as containers for 
other food types do. Here, then, was 
one of the major problems Bonner 
brought to Landor: How could com- 
plete product protection (which foil 
offered) be combined with the mouth- 
watering “buy-appeal” that “see- 
through” plastic bags and window 
cartons often boast? 


Capitalizing Appetite Appeai 


Actual visual package possibilities 
were discarded for several reasons: 
Most dried fruits are not particularly 
attractive to look at. Add to this that 
insufficient protection is afforded, and 
both the contents and the package 
can get tawdry. Bonner wanted to 
make its line an all-year promotional 
instead of a seasonal line. It was 
therefore decided to have no “win- 
dow” or other exposure, but to give 
the vivid effect of a window in the 
foil package by means of actual color 
photographs. For realism, Designer 
Landor decided that the photographs 
should not be retouched. 

Making the most of appetite ap- 
peal, one-third of the front and side 
panels of the new design is reserved 
to show the product, while the back 
panel devotes 90% to a simulated 
“window space.” Other elements of 
the design give the effect: of being 
printed over the product so that the 
shopper has the sense of looking “in- 
o” the package to its contents. Each 
photographic vignette— whether of 
seedless or golden bleached raisins, 
Calimyrna figs, or other Bonner 
fruits—stretches horizontally without 
interruption around the front panel 
to the side panels. The aim of this 
treatment is to get the shopper to 
turn the package as she examines it, 
exposing her to more “selling” copy. 

The selling copy is brief. For ex- 
ample, on one of the raisin packages, 
the copy is confined to a paragraph on 
why a foil package is used, and sug- 
gests some tempting uses for the 
product. The real selling job is done 
by the luxury appearance of the pack- 
age and by the pictures of the prod 
uct. These have a hidden advantage 
for not all purchasers of Bonner 
products know English. 

In addition to its 60 domestic ma 
kets, the company has 10 foreig 
markets. To these non-English-speal 
ing buyers the package tells the story 
graphically. Background color pro- 
vides product identification to a great 
extent. This is supplemented by 
“ribbon” placed diagonally at tl 
focal point of the front panel ‘“win- 
dow,” in one word telling the typ 


SALES MANAGEMEN® 


} What opens 35,000,000 doors 
for your product 7 


} 


What goes into practically every home in town? Reaches 
every prospect? Stays on the job all day, every day? 


The Classified Telephone Directory. 


National Trade Mark Service in the Classified is the ideal 
dealer identification. It displays your trade-mark or brand 
name in the ‘yellow pages’ of the telephone directory over 
a list of your dealers. It can blanket the nation for you in 
35,000,000 directories ... or you can use it in selected local 
markets. 


To the manufacturer of branded products with selective dis- 
tribution, Trade Mark Service is a clincher of sales created 
by his national advertising...a door opener for his dealers. 


For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. 
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ot dried fruits (seeded, seedless, or 
golden, if raisins, or the species, as 
in Calimyrna figs). The brand name, 
Bonner’s, and the fruit name stand 
out prominently in white in the same 
type of lettering, the Bonner signa- 
ture being designed to harmonize 
with the company’s script trade- 
mark. The signature, small but prom- 
inent, is repeated on the back panel, 
superimposed on the picture of the 
fruit, clinching in the buyer’s mind 
the brand name with the product. 
Net weight, trade-mark, name of 
packer on the front panel become a 


part of the design. The weight, in- 
cidentally, appears in ounces and in 
grams. 

An original feature is the treat- 
ment of the price “spot” on the top 
of the box. Graceful in shape and 
shading, it balances the design while 
giving the dealer a logical, restricted 
place to apply his price-making pen- 
cil, leaving the package unmarred. 

Worth noticing is another touch 
conveying the impression of quality. 
While the shimmer of the foil and 
the illusion of transparency achieved 
by the vignette treatment provide 


U. S. NAVY 


(IN SAN DIEGO) 


WEEKLY EXPENDITURES 


$5,192,307 


SAN 
DIEGO HII WtaT7 


THE MOST 
IMPORTANT CORNER 
e IN THE U.S.A. 


“7 


San Diego Union 


ante 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


modernity, a delicate, lacy border 
across the top of the front and side 
panels vignette suggests elegance, an 


effect borne out by the generally re. § 


strained tone of the entire label. 


Aluminum foil used for a label can & 


defeat its purpose if not skillfully § 


handled, Bonner management discov- 
ered, too great exposure of its orig- 
inal surface resulting in a cheap ap- 
pearance. Thoughtless transfer of an 
old design to a foil wrap may pro- 
duce merely vulgarity. This _ is 
avoided through a design adaptable 
to foil, through the use of plenty of 
opaque inks to enhance the brilliance 


of the material and add color appeal, f 


by the restraint of the design and the 
large amount of surface devoted to 
the vignettes. 


There is no doubt of the effective- 7 


ness of the new Bonner package, but 
the cost at first glance was alarming. 
It added three-quarters of a cent to 
the production cost of each package 
of fruit. 


Cost vs Results 


“T don’t mind telling you that we 
went into this repackaging program 


with fear and trembling,” Mr. Bon- | 


were not at ail 
as competitively 


ner confides. “‘We 


sure that items sold 


abil 


Rene ee eo 


ee al aaa | TM 


as dried fruits could absorb that high § 


a packaging cost. At least, not with- 


out a considerable amount of advertis- | 


ing.’ But the results are surprising. 
Without any advertising (other than 
the package which constitutes by its 
brilliance and glamor its own point- 
of-purchase promotion) here is what 
the brand integration plus-repackag- 
ing program has accomplished: 

The company’s proportion of pri- 
vate label and Bonner brand business 
has been reversed: Without any loss 
in its private label volume which 
formerly was 75% of the distribu- 
tion, Bonner’s own brand now ac- 
counts for, roughly, 75% of. sales, 


while private label amounts to 25%. 


The aim of promoting the company’s 
own brand thus has been achieved 
within a year. But that is not all: 

The company has been able to ex- 
pand its base of operation with the 
smaller or medium-size _ retailers, 
mainly independents, who like to have 
a selling point other than price and 
who are happy to have this package, 
although at a slight premium. This 
alone helps Bonner to substantia'ly 
increase volume. 

The protective features of the all- 
foil carton wrap are so effective that 
the company is able to do something 
formerly considered dangerous with 
dried fruits: It boldly issues a 90- 
day guarantee of freshness of con- 
tents .. . and has practically no clairs 
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This is continuity 


A. CERTAIN PHILOSOPHER observed that the wheel is 
probably man’s greatest invention. 

In a world that knows atomic energy and jet propulsion 

the wheel remains supreme, for unlike these recent 


wonders we could not do without it. 
The wheel moves people, and it moves merchandise. 


\nd yet the principle of the wheel is utterly simple. 
It is the principle of continuity. 

Continuity is the foundation on which all advertising, 
and all sales, are built. If your salesmen failed to make 


calls continuously you would fire them. 


But are you making continuous calls to back them up? 
ire you using your advertising effectively? 

Recognizing that readership in the non-continuity 
months of January, February, July and August varies 
= little as 1% from other months—and many adver- 

ers interrupt their continuity by staying out of those 


sues, Good Housekeeping now offers a 712% discount 


r those months in the firm belief that continuous ad- 


GOOD HOUSEKEEPIN 


The Homemakers’ Bureau of Standards 
8TH AVENUE AT 57TH STREET, NEW YORK 
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This is not 


vertising will help our advertisers maintain aggressive 
selling throughout the year. 


Thus, if advertisers help us level out our manufactur- 
ing costs, we will share the benefits by helping to sell 
more by calling more on our nearly 10,000,000 customers 
and prospects; reaching them with your sales story 12 


times a year instead of 8 or 4. 


The advertiser wise enough to adopt this plan of repe- 
tition in selling to women—always the majority of his 
customers and usually the majority of his stockholders 
—will begin to dominate his market, will insure his 


product’s place against the competition. 


WOMEN 


... influence 85% of all purchases of consumer goods 
...are beneficiaries of 80% of all life insurance 

. inherit 70% of the estates left by men 

.own 66% of all privately owned government bonds 
...own 50% of all privately owned stock in corporations 
... hold 65% of the accounts in mutual savings banks 


Women buy... when you buy, buy women! 


We give this seal to no one— 
the product that has it earns it! 


for spoilage. This too is a gain. Many 
of Bonner’s customers are now glad 
to do what the company has long 
urged: handle and promote dried 
fruits throughout summer months— 
formerly considered impossible. Deal- 
ers and consumers find that the new 
package not only looks worth the 
price but is worth it because the 
contents stay fresh. 

An unstable price structure and 
sharp fluctuations have been consid- 
ered unavoidable evils in the dried 
fruit industry. The new package has 
eliminated these evils for Bonner. 
“We have been able to sell this pack- 
age at a steady price.” 

Display at point-of-purchase is no 
longer a problem. So striking are the 
foil packages that a salesperson in a 
retail store, setting them up any- 
where, makes an automatic display. 
No additional point-of-purchase ad- 
vertising is required. 

The fact that the package consti- 
tutes its own point-of-purchase adver- 
tising, Mr. Bonner emphasizes, means 
that the advertising outlay is in di- 
rect proportion to the amount of 
sales. In short, the company sees that 
extra three-quarters of a cent cost 
per package disappearing. The new 


package, in Mr. Bonner’s words, 
“easily pays for itself.” 

Another advantage turned up un- 
expectedly. “It provides us with a 
means of gauging the quality of our 
brokerage organization,’ says Mr. 
Bonner. Most dried fruits, as indi- 
cated above, are sold on a price 
basis. Brokers fell into the habit of 
making no other appeal. This new 
package attracts and encourages the 
good brokers. By providing something 
unusual to talk about, it shows which 
of the company’s brokers know how 
to sell and where weaknesses need to 
be remedied. 

It is worth mentioning that the 
package has helped Bonner to achieve 
considerable distribution in the Ori- 
ent. This logical market for dried 
fruits has been a hazardous one for 
the industry to cultivate because of 
the tremendous deterioration in the 
product caused by climate and condi- 
tions of distribution. The foil pack- 
age has largely overcome the hazards; 
the design gives it a direct appeal to 
buyers who do not read English. 

Not least, the new program has 
established a firm base from which to 
build whatever additional forms of 
advertising and promotion may be 


Circuit Rider Bookmobile.... 


Blue and gold special-body Chevrolet van used by the Methodist 
Publishing House to advertise its 1,300-volume mail order stock. 
It also carries all types of merchandise of interest to church congrega- 
tions and novels and non-fiction books produced by other firms. 
Salesman Lloyd H. Snyder, Jr., drives the seven-ton vehicle on a 


planned itinerary 


shows religious and institutional films in 


’ Methodist churches and then throws the exhibit open to the public. 
“Frankly, we don’t know whether our orders will underwrite ex- 
penses,”’ says Snyder. “Probably they won’t. But we believe it is 
sound advertising. In the 20,000 miles we expect to cover in a year, 
the library will have been seen by 75,000 to 100,000 people. . . .” 


planned in the future. The indica- 
tions are that this will revolve mainly 
around point-of-purchase. 

At the brokerage level, Bonner, 

with the package as starting point, 
provides brokers with extra incent've 
by helping to defray the cost of spe- 
cialty men placed by them in the field. 
The company distributes through 
food brokers exclusively. 
. Augmenting and tying in with the 
dried fruit industry program* for 
improved point-of-purchase promo- 
tion, Bonner is about to issue for the 
education and aid of jobber salesmen 
and retailers a full-color brochure 
giving illustrated display instructions 
and urging that dried fruit displays 
be set up in or near the fresh fruit 
and produce department. 

The company is also experiment- 
ing with an open face display carton 
which it calls “Fruit Cupboard,” 
grouping five varieties of Bonner 
fruits for multiple sales or gift pro- 
motions. 


Serving the Farm Market 


The company is taking note of geo- 
graphical preferences in its point-of- 
purchase merchandising, adapting the 
package to the locale and type of 
dealer. This is an important item 
which is often ignored by manufac- 
turers and distributors. For example, 
fancy packages with a premium price 
attached may not make the appeal in 
rural and farm areas that they do to 
apartment dwellers or suburban home 
owners. One important difference be- 
tween city and rural buyers of food 
items is that the latter buy larger, 
often much larger, packages. The 
farm population, in fact, still cher- 
ishes a preference for what looks like 
bulk buying, although product pro- 
tection and freshness are critically 
looked for today. 

To meet this situation, Bonner has 
adopted a pliofilm-lined paper “bulk” 
bag in two- and four-pound sizes, 
similar to a coffee bag. It echoes the 
foil package design with a charming- 
ly fresh “country cousin” air. The 
firm’s package line-up is completed 
with a smaller, printed transparent 
pliofilm bag for sale in outlets that 
prefer this container type. All three 
types—the foil wrap, bulk bag and 
pliofilm bag—have been endowed 
with an unmistakable “family resem- 
blance” so that a customer familiar 
with one type can recognize other 
Bonner offerings. And, like the fol 
package, the other two packages are 
very well received. | 


*See “Store Tests Prove Proper Disploy 
Key to Doubled Sales on Dried Fruits,” 
page 4, SALES MANAGEMENT, September 
¥, 3951. 
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vouve corto ACT BIC To SELL BIG 


IN BIGGER BALTIMORE 


Baltimore is Bigger . . . Richer, too! 
Since 1940 family population has in- 
creased 28% ... spendable income has 
almost doubled. And to realize your 
sales potential in Bigger, Richer Balti- 
more you must use a bigger vehicle 
than you used ten years ago. 


Today, successful advertisers in the 
Nation’s 6th largest city use the larger 
evening circulation of The Baltimore 


Baltimore News-Post 


News-Post to get their “sales-share” 
of the Market. 


Advertising in The News-Post reaches 
more than 58% of City Zone families— 
(197,000 plus). Total net paid circula- 
tion exceeds 225,000. 


For a detailed review of growth in 
Baltimore ask your Hearst Advertising 
Service representative to show you a 
copy of “A Visit To Bigger, Richer 
Baltimore.” 


First in Circulation... First in Coverage in the 6th Largest City. 
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Bank Finds Rich Market: 
80,000 Thrifty Kids 


Dollar Savings Bank, New York, takes the traditional 
stuffiness out of the banking business . . . and enjoys 


robust health as a result. Their school savings campaign, 


reported here, is a sample of expert, alert merchandising. 


Urbain C. LeGost, vice-president 
in charge of advertising and public 
relations for Dollar Savings Bank of 
the City of New York, is out to prove 
that bank merchandising need not be 
an impersonal, cold-fish proposition. 

He has already proved it. 

His Bronx Bank, one of 70 mu- 
tual savings banks in the New York 
Metropolitan area, shows a gain in 
deposits of $16,000,000 in the past 9 
months—far and away the largest of 
any. Since 1946, the DSB has won 
80,000 school savings accounts, a 3% 
million dollar business. Why is the 
Bank millions of dollars ahead of its 
competitors? Says LeGost: ‘The an- 


84 


swer is simple: we don’t wait for 
business to come in the front door 

. we go out and get it. And that 
job is essentially one of participating 
in and organizing community activi- 
ties.” 

The DSB throws parties for edu- 
cators, conducts tours for school 
children, invites business people in 
for lunch, organizes its own blood 
bank and publishes a monthly news 
and gossip sheet for distribution in 
the Bronx. DSB personnel are lead- 
ers in local youth groups, health 
committees, the chamber of com- 
merce, the Heart Fund, and other 
civic organizations. And every other 


youngster one meets in the Bronx has 
a savings account at DSB. Thei 
accounts average $47, 

Five years ago, LeGost got to 
thinking: School savings accounts 
would build future business for th 
bank, and educate children thrift 
wise. It would be ideal, it was 
reasoned, if children could do their 
banking in the school rooms. They'd 
bring a dime or a dollar to school in 
a sealed deposit envelope, a class 
monitor would collect the money and 
deliver it to a central point at the 
school where a bank messenger would 
pick it up. The rest would be up to 
DSB. Children need never enter the 
bank, except to make withdrawals. 

Then LeGost got busy. He talked 
to school principals, teachers. He held 
meetings in classrooms and auditori- 
ums to explain the meaning of thrift 
to children. During one of his talks, 
it occurred to him it would be more 
effective to sell his program visually. 
He hired two ex-Gl’s who could op- 
erate a movie camera. 


Selling Via Screen 


The result was a 20 minute color 
film entitled “Save for a Goal.” The 
movie disclosed basic banking pro- 
cedures and revealed what happens 
to a dollar after it enters the bank. 
Neither LeGost nor the veterans had 
made a continuity movie before. “At 
a cost of $5,000,” says LeGost, “‘it 
could have been a flop—in fact, I 
don’t know why it wasn’t. But some- 
how, it put over our message to kids 
from age six to sixteen better than 
words could ever do.” 

The movie did the trick. Now 
DSB serves 122 public and parochial 
grade schools in Bronx County — 
more than 80,000 children out of 
150,000 in the community. Every 
other Bronx child is a DSB depositor. 
And the visual method of selling is 
still being used; there is a continuous 
DSB motion picture program in 
Bronx schools. 

Depositor members of this year’s 
graduating classes — 3,410 pupils — 
were sent letters by DSB’s President, 
Robert M. Catharine, who, incident- 
ally, is definitely public relations 
conscious. As a result of the mailing 
and a follow-up in July, 1,599 ac- 
counts have been transferred to regu- 
lar, “grown-up” accounts, involving 
$162,300. That’s 47% return on 
direct mail! 

Anywhere from 8 to 12 members 
of the Bank’s staff act annually 
as volunteer advisors for Junior 
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* There must be a reason. 


; Most people agree it’s the quality of Dell's editorial 


. content and the market which it attracts. 
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dell modern group 


modern remances modern screen. screen stories 
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Achievement. One of the purposes of 
Junior Achievement is to give chil- 
dren an opportunity to “get the feel 
of doing business for themselves.” 
William Steinberg, local JA director, 
and LeGost work closely with JA 
members in planning business stimula- 
tion events. Bank visits are arranged, 
for example, whereby groups of 25 
to 30 children are invited to come 
into the DSB and look around. They 
get to see how it feels to be on the 
other side of the teller’s window. 
And they’re permitted to examine 
the mysterious vaults and cash regis- 
ters, “where all the money is.’’ Visits 
are scheduled two or three times a 
week. 

But the school-bank promotion 
doesn’t stop there. Once a year the 
bank entertains school principals and 
teachers with a cocktail party, recep- 
tion and buffet supper. Speakers are 
invited, but the affair is, for the most 
part, social. These parties are held in 
Concourse Plaza Hotel, leading hotel 
of the Bronx. All bank officers are 
present; their job is to mix with 
guests, make them feel at home. One 
rule: Officers must not talk business. 

The school savings program is op- 
erated at an actual cost to the bank. 
But the bank doesn’t enter that sum 


please see the paying teller | 


If you want to find the most 
profitable way to reach and 
sell bankers, you should read 
“BANKING’s 1951 SURVEY.” 
It was done completely by an 
outside, independent authority, 
Business Research Institute... 
and is well-packed with vital 


RANKING, Journal of the American Bankers Association, 12 E. 36th St., New York, N. Y. 
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under “costs.” Actually, it is an in- 
vestment in future business. ‘Through 
the children’s program, DSB is able 
to enter the home and quietly mer- 
chandise banking. 

The Bank operates under the prin- 
ciple that banking doesn’t necessarily 
have to be carried on in the confines 
of a building. For many years the 
budget carried an item for $17,000 
on promotional religious calendars 
sent out in bulk to priests, rabbis and 
clergymen, who distributed the holy 
calendars to their congregations. Sus- 
pecting that this promotion might be 
money down the drain, officials of the 
bank interviewed 30 members of the 
clergy to see what the reaction was. 

“Frankly,” said a priest, “if you 
can’t find a better way to spend your 
money than that you should have 
your head examined. My parishioners 
use them to cover holes in the plaster. 
Why don’t you discontinue the idea ?”’ 

LeGost did. There was only one 
complaint. 

Now the Bank distributes a gos- 
sipy news sheet in Bronx apartment 
buildings. Recipes, sports and house- 
hold hints fill the columns. This pro- 
motion is hard-hitting, too. When it 
is necessary to increase safe deposit 
subscriptions, an ad is inserted in the 


statistics on the publications 
bankers read and _ prefer. 
BANKING again won the pref- 
erence vote (or we probably 
wouldn’t be running this ad) 
but there’s far more than that 
to this study. Write for your 
copy today. 


handouts. Result: a booming business 
in safe deposit rentals. 

Shortly after turning to the bank 
newspaper idea, a DSB officer came 
up to LeGost, remarked, “Look here 
old man—these door-to-door handouts 
aren’t dignified.” 

“I know,” said LeGost, “but they 
bring business.” 

There are too many long faces in 
banking, LeGost maintains. He 
counter-attacks by thinking up humor- 
ous — but pointed — displays for the 
bank’s windows. One display shows 
a professorial gentleman in the midst 
of a jungle. He gesticulates with a 
butterfly net while gingerly stepping 
over crocodiles. Behind him is a 
snake (actually a vacuum cleaner 
hose) about to strike. The caption: 
“Everybody needs protection — Buy 
Savings Bank life insurance.” 

LeGost works with a yearly budget 
of $100,000-$125,000 for promotion 
and advertising. He is one of few 
men in banking made vice-president 
on the strength of public relations. 

There are other factors that have 
helped DSB reach a $14,000,000 gain 
this year. Its offices are located in the 
centers of brisk trading areas close to 
theatres, retailers, and general busi- 
ness. It is convenient to do business 
at DSB. Too, the Main Office build- 
ing itself, at 2530 Grand Concourse, 
gives the impression the firm is suc- 
cessful. It is new, modern, functional. 
Inside, music is piped to the main 
banking floor—to lift customer and 
employe morale. 


Rule: No Waiting in Line 


The sixth largest savings bank in 
the country, DSB has a no-waiting- 
in-line policy. The Main Office, for 
example, has 57 teller windows and 
one of the largest banking floors in 
New York City. Need for those win- 
dows arises only a comparatively few 
times a year; but when peak loads 
come, all the windows are manned 
and there’s service for everybody— 
immediately. 

After World War II, DSB be- 
came interested in mortgage loans. 
The bank published “Mortgage Mil- 
lions,” a picture-portfolio describing 
what the bank had to offer. The port- 
folio was delivered by hand to 2,000 
brokers in Metropolitan New York. 
Immediately after its distribution ap- 
plications for mortgage loans reached 
the highest volume in the bank’s his- 
tory. Business doubled within a year, 
and has continued apace with the help 
of monthly mailings to brokers citing 
recently closed large mortgage loans. 

It’s like LeGost says: “Good busi- 


ness is where you go out and get it.” 
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will allow you a discount 
NEW YORK PRICE when you buy by the case) 


— ALL STRAIGHT WHISKIES « 4 YEARS OR MORE OLD 


$ (Prices vary slightly in 
individual states. In 
* some states, your retailer 
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PROOF OF THE PUDDING: A demonstrator kit used NO CINDERELLA PRODUCTS: Brunswick-Balke-Collender Com- 
for about two years by salesmen for West Disinfecting pany’s ship-shape sample case is aimed straight at the heart of a 
Co. is a basic selling tool in a currently highly effective common sales weakness: failure of salesmen to show and push the 


sales promotional campaign. It contains a sample of full line. The light-weight unit, through careful custom design, pro- 
nearly every type of industrial flooring made, from lino- 


leum to terrazzo. Half of each is untouched, the other 
half coated with West sealer or finish formulated to 
preserve the surface indefinitely. Samples can be removed 
from the kit for inspection, and can be scratched, burned, 
or soaked in demonstration. West advertises and de 
scribes the kit in its advertising in industrial magazines; 
copy bids for opportunities to demonstrate: “Choose the 
finish that meets your requirements—without moving 


vides spaces for. and gives a sense of order to, a wide variety of 
5-B-C products: billiard balls, cue tips, mending cloth for tables, ete. 
Mindful that such samples must stand hard wear, are likely to get 
dirty or damaged, the company has seen to it that pieces subject to 
wear have been covered with clear plastic sheeting. Pockets in the 
section shown to the right in the photograph carry sales promotional 
booklets and other printed matter. Ingeniously arranged holding fix- 
tures, all-around zipper, make for fast unpacking and repacking. No 
auickly improvised job, this; several months of research went into 
from your desk.” West follows kit demonstration with the design. It’s so new, road-testing by salesmen has barely begun; 


suggestion that prospect pick a test patch site, apply fin- but preliminary reports are highly favorable. Designed by Stein 
ish, then judge results. For full story, see page 42. Prothers, Chicago. 


About this Feature: 


In a way, this 14-page round-up of effective sales 

Qe | ae tools is a premiere. Beginning in January, SALES MAn- 

es AGEMENT will stake out a regular department to 

ry T ] | ! 1 yy bring subscribers a continuing flow of ideas on tooling 
— a up for more efficient selling. 

Tea By loa = The development of more professional standards in 

“3 selling is inevitably bringing with it the development 

eeee esse , of new and improved tools. We’ve come to the point 

nye ' where a salesman who is still expected to sell wholly 

with conversation is working at a measurable disad- 

vantage against competitors who are making use of 

visual aids to add clarity, strength and conviction to 

the sales story. 

The editors suggest careful study of this varied 
assembly of pieces of sales equipment to discover what 
techniques represented here might be adaptable to a 
company’s own product. Some of them are designed 
with great style and imagination. Most are aimed 
at such bedrock problems as getting a prospect to 
graphic on 4-point plan on how best to use Dodge reports) ; listen to the whole sales story . . . getting salesmen 
special binder for all rate data; pockets for basic sales promo- to show the full line . . . getting industrial buyers to 
tional pieces; forms for salesmen’s customer records for sales understand principle of operation . . . and giving 
control; identification card pocket in case the kit is lost. Case tangibility to an intangible product. They’re just whet 
by Heinn Co., Milwaukee. their name implies: tools for more efficient selling. 


APPLE-PIE ORDER: The sales kit used by F. W. Dodge 
Corp. salesmen is an excellent example of a tool that meets 
the problem of the man who sells a service or an intangible. 
(These men sell Dodge construction reports.) Features: Center 
binder; tabbed index for all basic information (in photo: 
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Sales Tools 


BUILD-A-BURNER BOOK: Timken Silent Automatic oil NO TIME TO DALLY: Salesmen for Helene Curtis Indus- 


of a heat dealers used this 9-page book with three inside pages tries beauty supply house, operate in a keenly competitive 
h the of clear plastic imprinted in color, to demonstrate the steps market, must be prepared to sell hard and fast, sometimes to 
pro: in converting from a coal-fired heating plant to oil. The an audience of one, sometimes to several. They find this easel- 
ty of | foundation page at the bottom is a cutaway view of a coal type loose-leaf book an effective sales tool ; it can be shown flat 
. ae % fire, with a warm air furnace installation at one side and a or set up. Curtis’ book, devoted to Fashion Wave ee 
o get ) boiler on the other. Three overlay sheets show, in succes- wave equipment, is 13%” x 16” in size. Pages are well-illus- 
ct to |) sion: first step in conversion (replacing coal fire with a trated, copy kept to a minimum. Last page is cut to hold an 
1 the () metal-based refractory hearth); complete oilburner instal- order blank book. With his presentation book each salesman 
ional [) lation (including distributing tubes and air fan) ; cutaway receives a folder outlining the suggested sales ariagnisie 
§ fix. Le view of burner in operation. The Build-a-Burner plastic Since the book is of the loose-leaf variety, contents can ~ 
. No & sheets are encased in a folder which explains the advantages changed at will. The company leaves frequency of use of the 
into | of oil heating with Timken’s “Wall-Flame” principle. Dealer tool to the judgment of the salesman himself, in the belief that 
sun; : comments have been “uniformly favorable.” Designed value would be lost through over-use. Binder is a “Zipmaster, 
Stein x by Timken, produced by Milprint, Inc., Milwaukee. by Sales Tools, Inc., Chicago. 
ch 
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shat COLOR SELECTOR: Now a dentist can choose from 1,700 “SLIDE RULE” COMPARATOR: Willys-Overland salesmen 
Oa lifferent color combinations for decorating his office. The use this as a pocket weapon to answer the inevitable question, 
ned § ‘\itter Co., Inc., placed this unit in the hands of 700 retail “Why should I buy a Wanye Svertans station wagon rather than 
ned 4 ental salesmen at half cost. Ritter has long had an office the —————— station wagon? Unit is made up of two dié- 
to ianning department, but had not previously been able to cut cards held firmly together with metal eyelets, and a card that 
nen ielp dentists visualize color schemes. Says Ritter Ad Man- slides between them. The inside card, when moved, reveals how 
; to ser W. W. McMillan: “One of the finest sales tools ever the Willys compares with six competitive cars on such factors as 
ing iven to salesmen in our industry.” Unit by X-Ray Visual compression ratio, intake valve-head diameter, parking require- 
hat sales Method, Chicago, with cooperation of Du Pont (paints) ment, turning radius, forward visibility, etc. Reverse side com- 
id Sloane-Blabon (floor coverings). pares additional features. Comparator by Perrygraf Corporation. 
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WHAT DO YOU MEAN, “FLUID DRIVE”? A minia- 
ture model provides the answer for Dodge salesmen. 
Dodge men had trouble making prospects understand the 
“how” of fluid drive . .. after all, it’s pretty hard to 
explain something sealed in a cast-iron housing. So came 
—last year—a miniature model. 


This year they improved it—made it even more realis- 
tic. The miniature is made of transparent plastic, is 
mounted on a plastic base which has four suction cups to 
hold it in place on a desk or table, thus leaving the 
demonstrator’s hands free. Entire unit, filled with fluid, 
weighs only 2! Ibs. It’s 434” x 642" x 614” in size. 


The model is operated by a hand crank which can be 
turned at any desired speed to show the prospect what 
goes on inside the fluid drive unit when it is in operation. 
Unit used most in dealer sales rooms, sometimes by 
salesmen on outside calls. Models have gone to foreign 
countries, too . . . France, Spain, India. Unit by Ideal 
Models, Detroit. 


VALVE-IN-ACTION: Paul Valve Corp., New York, sales- 
men found it difficult to convince engineers that their valve 
was based on a really new principle of operation. Whea 
words failed to reach the sales objective, the firm’s advertis- 
ing agency, W. L. Towne, dreamed up a cardboard model 
which serves as a demonstrator. 


Measuring 414” x 45%”, it consists of an outer case plus an 
inside piece representing the valve stem, ball cage and ball. 
The inside piece slides back and forth to show four stages of 
operation: wide open, throttling, tight closed, opening. Words 
visible through a slot at the left indicate which stage is rep- 
resented in any given position. The ball at the bottom of the 
movable inside unit duplicates the action of the valve. On 
the back of the cardboard is a detailed description of working 
principles. Five thousand of these models are being used both 
as tools in the hands of company salesmen, and for direct mail 
pieces. 


(More Sales Tools on following pages) 


SLIDING DOOR DEMONSTRATOR: The Stanley Works, New Britain, 
Conn., has equipped several hundred salesmen with “two-way” mode! 
demonstrators of residential sliding hardware in use. The hardware in the 
portable case (It resembles an ordinary suitcase.) is of actual size. The 
side of the model shown in the illustration at the left shows two by-passin¢é 
34," doors equipped with apron-type hangers, cup pull and center floor guide 
The other side demonstrates a typical pocket installation with 134” door, 
double-wheel hangers, edge-pull and jamb floor guides. The model is 18 
high, 24” long and 6” deep. Thus one company solves the difficult probler 
of demonstrating the type of product which is a component part or applica 
tion product which isn’t fully meaningful until it’s seen in the setup whici: 
represents the end-use. 
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to get more ord 
and cut selling cos' 


Just as modern machinery cuts the cost of production, so 
Perrygraf Slide-Charts cut the cost of producing orders. 
Slide-Charts save hours of selling time, make buying easier. 


Designed and manufactured especially for you, 


Perrygraf Slide-Charts put vital information about 
your product at the fingertips. Related to your 
product, the appeal is directed particularly at the 
people you want to reach—so there is little 
waste distribution. Perrygraf Slide-Charts 
are surprisingly inexpensive. 


You need only define the problem 


sales- 
valve Perrygraf engineer-designers 
Vhen . 
srtis. (2 Convert masses of complicated 
sodel data into simple, easy-to-use 
Slide-Charts. 
) We submit design and prices 
isan [| promptly, without obligation. 
ball. |} Or write for free booklet de- 
es of scribing hundreds of Perry- 
ords | graf Slide-Charts now in use. 1. IRC Resistor Selector pepped-up sales 
rep- i program. Automatic selection of sizes 
f the Address: Planning Department, 5 and ratings specifies IRC product. Hun- 
On Perrygraf Corporation, dreds of thousands sold to users. 
king 1502 Madison Street, 2. ROEBLING Rope Strength Calcula- 
a Maywood, Illinois tor determines remaining life of eleva- 
ai 


tor rope for building managers. Injects 
Roebling name whenever new rope is 


considered, whether salesman is on hand 


or not. 


. MEYERCORD Decal Selector, fea- 
tured in advertising, pulls inquiries from 


Ww 


live prospects. Salesmen concentrate on 
selling instead of bird-dogging. 


4. HARFORD FROCKS supplied this dress- 
size selector to untrained house-to-house 
saleswomen. It assured a high percent- 


de! age of right-size deliveries, fewer re- 
the turns. 
The 
ne EQUITABLE Bag Selector funnels de- 
- mand to profitable items. Improved com- 
petitive position, lowered production, 
at handling, and selling costs for Equitable. 
en . WESTINGHOUSE Visualizer demon- 
ca Founders and Leaders strates how new CSPB transformer han- 
ich of the Slide-Chart dles dangerous overload. Story is 
Industry. quickly grasped, easily remembered. 
NT OCTOBER 15, 195! 91 


DUAL PURPOSE RECORDER: Loroco Industries, 
Reading, Ohio, (paper products) are, in the words of Carl H. 
Gildehaus, sales manager, “tape recorder converts.” Salesmen use 
recorders in talks with selected prospects where a complete 
transcript might be particularly useful in connection with paper 
products to be handled on a to-order basis . . . Loroco specializes 
in “tailor-made” items most of which are parts of complete 
products made by other firms: radio backs, chair bottoms, 
phonograph parts, package dividers, shirt packaging 
pads for self-service stores, etc. 
Obviously, considerable discussion may be involved in getting a 
large-volume order for such items. 

Second purpose is use in filing salesmen’s daily reports. Ad- 
vantages of dictated reports are saving of salesmen’s time; better 
undertanding on the part of management of the salesmen’s 
problems; economy, since field men were formerly called into 
the home office to report on important conferences with cus- 
tomers. After the initial cost (around $150 a machine), main- 


(Below) 


grocery 
devices for laundries, meat 


Lots and Lots of | 


Sales Tools—Con't. 


AN EYEFUL: Wall-Tex salesmen are equipped with a 
compact case containing a Stereo-Realist viewer and a 
set of Kodachrome slides showing rooms with Wall-Tex 
decorations. Like the gay nineties stereopticon, the pic. 
tures have a three-dimensional quality. This type of sales 
tool is being widely used by companies whose products 
must be seen in color and texture to be fully appreci- 
ated. Wall-Tex is the brand name for a line of fabric 
wall coverings manufactured by Wall-Tex Division of 
Columbus Coated Fabrics Corp., Columbus, Ohio. (For a 
typical application in the apparel field, see “Why Belding 
Says It with Color Slides,” SM April 15, 1951.) 


tenance costs are negligible. The company furnishes the tapes; 
postage for mailing averages about 25 cents each. 

Says Sales Manager Gildehaus: “Formerly, our men had to 
write reports every evening—about 2 hours of labor. These 
reports ruined the evening. Now the men can actually talk to the 
home office for about ' hour, giving complete reports including 
many conversations and details which they ordinarily would not 
report in longhand. When these reports arrive, we can listen to 
our men and hear their natural voices telling us of all the things 
they did on any one day. The home office gets a feeling of 
actually being in the field with the men. We hear the findings of 
a salesman in a new territory the first day out . . . the troubles 
he encountered . . . his feeling of indecision relayed perfectly. 
We, in a sense, are there with him. As his work progresses from 
day to day, we hear about it as he lives it.” 

SM asked if customers had any tendency to be self-conscious 
when faced with a recorder. The answer was “no.” Recorder by 
Eicor, Inc., Chicago. 


(More Sales Tools . . . 


. on following pages) 
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Rate of growth: 1940-1950 


FIRST 50 
METROPOLITAN METROPOLITAN 
ATLANTA AREAS 


Population +28.2% +20.4% 
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+40.0% +32.2% 


preci- & 
fabric 


=f €6Buying Income 
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+207.8% +165.9% 


Retail Sales +266.1% +218.7% 
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: : ; For Metropolitan Atlanta, the decade between the censuses 
S 0 ° 
sit has been one of accelerating progress. Atlanta has grown 
enormously—faster than the aggregate rate of growth of the 
first 50 metropolitan areas in the country. 

And the best part of it is—from your point of view as well 
as our own—that Atlanta’s progress stems from many causes 
...is dependent on no one disproportionate influence. 

The result to you is a unique marketing opportunity. 
Atlanta is solidly placed as the first metropolitan area in the 
eight southeastern states. As such, it is big enough to provide 
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the economy of mass marketing. Yet, it is not so big as to 
require a heartbreaking cut of the promotion budget. 

And speaking of budgets for promotion—here’s an im- 
portant point to remember: To sell Atlanta, buy 


Che Atlanta Zournal 


THE ATLANTA CONSTITUTION 


DO YOU HAVE THIS BOOK? 


This 32-page book, in full- 
color gravure, summarizes the 
striking ten-year growth of 
Atlanta for advertisers and 
advertising agencies. If you 
have not received your copy, 
there’s one waiting for you. 
Address: The Atlanta Journal 
and Constitution, Atlanta, 
Georgia. Or, of course, the 
nearest Kelly-Smith Office. 


Daily, combined: 428,676 


Sunday: 457,147 


National Representatives: Kelly-Smith Company 
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FIRE KIT: The 3,000 salesmen of Red Comet, Inc., 
Littleton, Colo., makers of fire extinguishers, carr) 
a sales kit weighing only six pounds, but it provides 
all the materials they need for a quick, convincing 
demonstration. The kit includes equipment for start- 
ing a fire and putting it out, utilizing the Red Comet 
principle which is that of smothering flames with 
fog. Kit also provides ample space for sales pro- 
motional bulletins, testimonials, order blanks. Com- 
pact and easy to carry, it measures 18” x 18” x 6”. 
Its design is the result of 20 years of company ex- 
perience with a sales tool of this general nature. 


CONCERTONE RECORD ALBUM: This unusual 
sales tool and promotional unit was used by Bach- 
mann Uxbridge Worsted Corp., New York, as part 
of a campaign to introduce a new line of blended 
worsted and nylon fabrics. It simulates a true record 
album in every detail, except that only the first of 
the inside pockets carries a real record that is play- 
able. The other pocket-inserts are cardboard cases 
that carry, inside, mounted samples of some of the 
fabrics. 


The real recora nas a symphonic musical back- 
ground for a talk by Milton Cross on the virtues of 
the fabrics, the trade name for which is “Concer- 
tones.” Musical theme carries throughout, even to 
the names of the fabrics . . . i.e. “The Symphony 
Group.” The company sent 1,000 of these albums 
to store buyers and apparel manufacturers. Then 
the salesmen followed up with personal calls, taking 
with them portable phonographs to play the Milton 
Cross record. The record was played and the album 
shown, further, at conventions and other trade gath- 
erings. Album by D. B. Hopkins Co., New York 


KITCHEN PLANNER: Curtis Companies, Inc., 
Clinton, Ia., sell model kits to dealers which become 
tools in the hands of the dealer salesmen for use in 
planning new kitchens or remodeling old ones. The 
Curtis line: wood kitchen cabinets. Curtis reports 
two years of experience with the model kit, says it 
is being widely used, that some dealers find it profit- 
able to loan the kits to prospects for a day or 
more to give them the opportunity to mull over, and 
visualize, alternate types of kitchen layout. Kit by 
Ideal Models, Detroit. 


(More Sales Tools on following pages) 
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banks to 


ngster' 


banks to new ““Thread-Easy” design, hundreds of 


ngsters are now operating the RCA “400” projector. 


Amazing new “Thread-Easy” Design 
makes RCA “400” easiest to thread 


h- 

rt 

d " . i ° . > ‘ 

F With this new ultra-simple projector, Longer film life And it’s quiet. Operating noise only 58.5 deci- 

of you can actually thread the film in only Your precious film literally “floats” through bels. > ei ee by Fao A TE 

30 seconds. Thread ie while you’re lec- this new 400” projector. “*Thread-Easy” eee quite er an oO er projec. ors YY 2Ci “ual tests. 

s turing. Thread it in the dark. Even a design is so amazingly effective, even minor In competitive tests, RCA 400’s win out 
child can thread it. It’s that simple. errors in threading will not damage film. = Jy a single purchase, Pennsylvania schools 

ae . . , niceties With projector running, you can open and bought 572 RCA “*400’s”. Baltimore schools 

Every operation easier with RCA “400 clean picture gate or sound optics... with- bought 156. Washington, D. C. schools 
out damage to film. And you can project the ‘ 

Here is a projector so easy to use that a fil oe a <_eaiiet " bought 81. Already many thousands of 
bs } gpa eee same film 50 or 500 or 5,000 times... wit RCA ‘*400’s” are out on the job makin 
of 12-year-old child can be the projectionist. out appreciable wear or damage to film! hi . for b ; D- on g 
So simple you can set it up with pictures : , things easter... tor busy people just like you. 
a and sound on the screen in only 2 minutes. No more last-minute failures! Operate it! Convince yourself! 

0 . = : P ‘ 
And they are top-quality pictures and sound It’s ultra-dependable, too. Built for the hard If you use 16mm film in your teaching or 
Ly eee better than recommended standards of knocks of school and commercial use. You e > e 
“ “SMPTE. by actual tests . ears A selling (and who doesn’t?), you owe it to your- 
» . ; can easily replace projection lamp in 45 self to find out about this revolutionary new 
n Easy to pack up, too. Takes only 3 minutes seconds, exciter lamp in 20 seconds. Re- easy-to-use projector. The new “Thread- 
g to button up the Junior model, ready to wind 10-minute film in 66 seconds, without Easy” design is the culmination of 23 years 
n travel. And easy to carry. Single-case Junior changing belts, pulleys, or reels. It’s the only of RCA research. Send coupon for demon- 
n weighs only 33% lbs. Women appreciate its projector powered by a big A-C motor, stration. Operate it yourself. Backed up by 
. narrow case, rounded corners, proper bal- 500% oversize for better sound stability. Big RCA. Nationwide service available. Large 
' ance. No chafing your leg as you walk, motor takes it easy, stays cool, lives longer. sales permit surprisingly low price for this 
top-quality equipment.So mail coupon TODAY. 
= - *SMPTE: “Society of Motion Picture and ness is 1/7 of 1% (2 times as good as 
Television aoe See authority SMPTE standards). 
on projector standards. s d Sound quality is also better than 
ion s/s 1 ofp wlan” “SMPTE standards, Disterion ver ex 
n In RCA “400” projector, horizontal un- All tested and proved by 
steadiness is 1/10 of 1% (3 times as good RCA, foremost pioneer in 
7 as SMPTE standards). Vertical unsteadi- 16mm sound projectors. 
P RCA “400” Junior. Handsome blue- RCA “400” Senior. Same as “Junior” 
t grecn hammertone finish. Single except it has 10-watt amplifier, 10-inch 
casc weighs 33% Ibs. 7-watt ampli- speaker. Projector case weighs 36% Ibs. 
. fier, 8-inch speaker. Excellent for Speaker Case weighs 26 Ibs. Excellent 
, medium to large rooms. for larger rooms, auditoriums, 
Reman nen nncnonnn<e 


Visual Products, Dept. 107V 

Radio Corporation of America, Camden, N. J. 
Please send me, without obligation, full story on new “Thread-Easy’ 
RCA “400” 16mm projector that I can set up in 2 minutes, thread in 30 
seconds, pack up in 3 minutes, and carry lightly as an overnight bag. 


, 


0 Junior Model for classrooms and small auditoriums 
O Senior Model for larger auditoriums 


Am interested in 


VISUAL PRODUCTS 


Name 
RADIO CORPORATION of AMERICA Position 
ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. Adie 


(0 Please arrange actual demonstration 


in Canada: RCA VICTOR Company Limited, Montreal 


HOW LEADING 15 uP 70 IO” 
CUT SALES COSTS UP TO 


They Use 


TUFIDE 


>) THE TUFFEST 
» BUSINESS CASES 


OF ALL! 
Tested & Proved By . 
Allis-Chalmers Co. 650,000 users prove that 
Telechron Co. _ TUFIDE cases last longer 
a. . . . need replacement less 
General Motors frequently . . . cut business 


Sprague-Warner Co. —— . alf! 
nd many others case costs as much as half! 


TUFIDE Outlasts 
Leather 9 tol | 


UNCONDITIONALLY 
GUARANTEED FOR 


5 YEARS! = 
TUFIDE business cases = Lots of Sales Tools—Con't 


withstand roughest use. 


eon bog x ean ees ae | THOUGHT-STARTERS. The kit shown here grew out of suggestions from 
we B > é ise sd | . . . . e . 
jose Mame Amazing TUFIDE A. American Hard Rubber Co. salesmen, who were invited in a round-robin 


looks like leather . . . feels like ji a letter to tell what kinds of samples they'd like to show to prospects and 
leather . . . yet ACTUALLY . customers. There are two versions, each showing applications, one for 
OUTWEARS LEATHER 5 general industrial and the other for chemical equipment salesmen. Both 
TO 1, as proved by independ- Bea lal ; é : 
euk eae tote, Thats show ways of using hard rubber, demonstrating “cost-saving hints in mold- 
why TUFIDE—and only ing, and showing a wide variety of design techniques, including inserts, 
TUFIDE— is unconditional- ‘ shrink fits, machined parts, extruded parts, parts that are blown like glass 


> ae © in See 4 bottles, etc.” American merchandises the case, using it as a theme for in- 
at your dealer today. Special . dustrial advertising and as the subject for mailing pieces. In these the 
cases designed to order. Priced From headline asks: “Have you seen these thought-starters for better designs with 
$600 Ace hard rubber?” The copy adds: “Our sales engineer in your territory 

will be happy to spread these ideas out on your desk at the drop of a post 
And Up card.” Kit designed by Douglas Williamson, sales promotion manager for 
American, and case produced by Palisade Leather Case Co., Union City, N.J. 


Get Free Facts 
MAIL NOW! 


~ — ee 


| Stebeo Products ver. a.2 
| 1401 W. Jackson Bivd., Chicago 7, Ill. 


Send me FREE facts on TUFIDE Business 
| Cases, without obligation. 


| Name ‘ See tae 

Deis 7 PALM-SIZED booklet helps salesmen 

of Proctor Electric Company dealerships 

remember vital sales points when We Pr; 
demonstrating Proctor irons and acces- Wy nWocor 
sories. Sales talks on accessories are Hi-Lo 

keyed to five letters of the alphabet, 


S$SSES$SSS$SESS$SSSSSS$S | = W-0-R-L-D, which remind salesmen IRONING TABLE 


Zone State 


(and customers) that Proctor appliances 


“Lots and Lots are “the world’s finest.” A flip to the 


of Sales Tools oe Hi-Lo ironing table reveals: 

[— W ’s first < sit-dow 
© ‘ ges ong as they are, may be tented A W orld s first and finest sit down 
y your sales staff as just so much costly i i 
confetti to be filed in the wastebasket! ironing table. : u 
There’s one way to make sure your salesmen O— Offset legs, adjustable, easy shift 
put that extra effort into using the tools you 
provide them-—-and that’s by complimenting wheels. 
your crackerjack salesmen with merchandise ‘ P ° ° 
awards everytime they top quota! R—Risght in size, compact in storage. 
"ARE YOU PAYING TOO MUCH FOR . — 

‘S$ NATIONALLY FAMOUS MER. L—Light, sturdy and safe. 


cn PAE ‘Ghuteet INGEN. D—Don't forget to ask for the order. 
Get ENTER-PRIZES' = : Sle 
b-e-d-r-o-c-k low price quotations today! Assumption is made that easily vee 


Write, Wire Right Now, No Obligation! membered points are salesman’s best 


THE ENTER-PRIZES COMPANY 


Suite 700, 48 West —? ae 
New York 19, N, 


weapons. 


(More Sales Tools on following pages) 
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ks and tk 1 Telechron Department, General Electric Company, 

; today: 1610 Pleasant St., Ashland, Mass. 

pANY I’m interested in more information about Telechron ad 
, clocks and the self-liquidating plans for promoting them. 


joc 
Send the coupon 
' ecTric COM 


(] 15” ILLUMINATED AD CLOCKS (Minimum quantity, 100) 
(] 12” NON-ILLUMINATED AD CLOCKS (Minimum quantity, 100) 


(] 8” cLocks for use in displays or dispensers 
(Minimum quantity, 50) 


[_] PROMOTION CLocks (Minimum quantity, 250) 
[_] PRODUCT REPLICA CLOCKS (Minimum quantity, 500) 


I am interested in (No.) Clocks 
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WE TRAINED OUR 

MEN NATION-WIDE 

.»- SAVED TIME AND 
MONEY WITH 


Ampro 


Tape Recorder 


Job Training Directors everywhere 
‘hail the new Ampro Tape Recorder as 
the ‘‘most useful business tool since the 
telephone.” Littke wonder! No other 
tape recorder is so simple to operate 
. so light to carry (17 Ibs.) ... gives 
so many outstanding features at the 
world’s lowest price! Record .. . hear it 
instantly ... keep or erase the message. 
And Ampro runs 2 full hours on one 
7” reel. Look into this easier, $ 75 
low cost way to train your 119 
men... write now! COMPLETE 


 Ampro 
Reco pack 
“ | TAPE RECORDER 


AMPRO 


— a 


AMPRO CORP. SM-10-51 
(A General Precision Equip. Corp. 
Subsidiary ) 2835 N. Western Ave., Chicago 
18, Illinois 

Please send me the time-saving, cost-saving 
facts on using the Ampro Tape Recorder in 
business. 
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Here are just a few examples of W hat 
HERE'S YOUR OPPORTUNITY CHECK LisT outstanding Red Cross Shoe retailers 
FOR 1950 . ; ‘ 


did, in 1949, in cities the size of yours 


ARE YOU: 


©. Red Cross Shoe Opportunity Calcula 


2nd j ond 


PULL OUT ee Now! xoox at 
SLi 4 

CONTE 
APPROXIMATE. 
NUMBER OF PAIRS 
OF RED CROSS 
SHOES WO SOLE 


Lots of Sales Tools—Con't. 


OPPORTUNITY DEMONSTRATOR: United States Shoe Corp., Cin- 
cinnati, provides its salesmen with an arresting device to arouse dealer 
interest in market potentials for Red Cross shoes. It is in two parts. One is 
a calculator, manipulated like a slide rule, with windows revealing figures. 
The salesman works it in such a way as to show in two slots (1) population 
of the prospect’s city, (2) number of pairs of Red Cross shoes sold the 
previous year. When he does this, automatically in the third slot appears 
the percentage figure showing how much volume could be increased. For 
example, a dealer in a city of 10,000 who sold 1,100 pairs would see in the 
“potential” window the figure 36%. 


By way of backing up these claims, the firm equips its salesmen with a 
spiral-bound portfolio giving performance records for specific stores in three 
towns or cities in each population range from 5,000 up to 75,000. Thus, a 
store in an Iowa town of 3,750 sold 1,421 pairs. To substantiate these case 
histories, there are photostats of letters from buyers or store-owners, 
fitted into a pocket in the back of the book. Also in the back of the book 
is a pad of “opportunity check lists” (We mounted one on a blank page of 
the portfolio shown in the photo above so it would be visible.) which give 
dealers a merchandising plan for increasing sales. The salesman can tear 
one of these out, fill it in as he talks with his prospect, and show what the 
retailer needs to do to improve his volume. 


According to Alfred Gerd, sales manager for United, presentations built 
on these tools attracted the attention of top management in many stores and 
made possible the development of a vigorous program to improve merchan- 
dising at the retail level. 
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Traffic light for dictation! 


There’s a red and green light on your 
secretary's GRAY AUDOGRAPH...so she 
can't get tangled up when she’s putting 
your words on paper. You press a key 
while dictating; the lights flash later. 
red light flashes to warn her of 
sroaching corrections; the green 

t for ends of messages. 
ersatile GRAY AUDOGRAPH can in- 
ise your office output up to 307%. 


AU CO ORAPH 


Simply soundwrite sales reports, 
memos, conferences, correspondence 
— anything! You dictate at your con- 
venience; your secretary transcribes at 
hers. Result—you’re both free for other 
important work. 

Operation is easy, thanks to single- 
lever control. Flip left to record, right 
to listen. No fussing with arms or 
needles. Relax and think out loud. One 


featherweight plastic disc holds an 
hour’s dictation. You can file it or mail 
it at ordinary letter rate. Resurface it 
for reuse up to 50 times. That’s econ- 
omy! 

AUDOGRAPH is tops with secretaries, 
too. Tone control allows full treble-to- 
bass range... keeps your voice clear 
and resonant. Send the coupon for full 
particulars. No obligation whatsoever. 


Dictation is easier — with AUDOGRAPH! 


JOGRAPH <ales and service in 180 U.S. cities. See your 4 


fied Telephone Directory under ‘ 


intries. TRADE MARK “AUDOGRAPH”™ REG 
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ating Machines.” 
la: Northern Electric Company, Ltd. Abroad: Westrex 
ration (Western Electric Company export affiliate) in 
U. S. PAT. OFF 


Uf 


The Gray Manufacturing Company, Hartford 1, Connecticut 


Send me Booklet 10-T ““Manpower—starts with YOU!” 


THE PROSPECT HAS A CHOICE: Although Fruehauf 
truck bodies are line-production jobs, the company offers a 
dozen or more options to purchasers with reference to certain 
features: several different kinds of rear door arrangement, for 
just one example. The problem: how to get salesmen to 
visualize, both for themselves, and their prospects, the varia- 
tions offered and how each will look in a finished job. The 
answer was found in the development of a cardboard model kit. 


The photograph above shows the materials from which the 
models are constructed. In the assembled kit the truck body 
and chassis are already set up, and the body is packed with 
eight packages of imprinted matches. The matches are only a 
give-away . they have no further significance in the use of 
the kit materials. 


The big sheet at the bottom of the photograph shows side 
and rear design options, any one or more of which can be de- 
tached (they're partially cut out so no scissors is required) and 


Lots of Sales 


Tools—Con't.. 


applied, with adhesive on the back, to the set-up model. One 
of these is about to be placed in position in the photo. Since 
the adhesive used is Kleenstick, any salesman can, if he 
chooses, “peel off” one optional sketch and substitute another 
for it. The idea: to be able to leave with the prospect a model 
that shows exactly how the finished truck will look in the style 
in which he wants it. The salesman can even use the figures 
shown at the bottom on the option sheet) to mount the price 
of the model the buyer is considering right on the model itself. 


To check effectiveness of the model as a sales tool, Fruehauf 
home office asked salesmen to send in reports of three calls on 
which they had used the model as the basis of the sales pre- 
sentation. These reports were studded with such comments as, 
“Prospect was better able to decide how he wanted his truck 
body built” . . . “Says it was just like backing a truck up toa 
dock” .. . “Customer impressed with the ease with which we 
can change the specifications of our body.” 


EVERYTHING THE 


minute. Manufactured by The Heinn Co., Milwaukee. 
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BUYER needs to know about paper supplies—current 
prices, general information and actual samples—can be instantly brought before 
the customer's eyes with this indexed “Encyclopedia of Paper,’ now used as a 
selling tool by Butler Paper Co., St. Louis, Mo. Timesaving and compact, the 
loose-leaf unit does away with need for representative to carry along bulky price 
books and unwieldy sample materials when approaching prospect. Replacement 
sheets can easily be inserted to keep Encyclopedia’s pages clean and up-to-the- 


TRANSPARENT EASY - TO-EXPLAIN 
working model of valve is used by Nord- 
strom sales engineers to demonstrate func- 
tion and inner details of cut-off equipment 
used on pipelines and pumping systems. 
About three inches tall, model is cast of 
plastic, can be placed on desk of prospe:t 
and operated like an actual valve. 


SALES MANAGEMENT 


“Why, | get around my territory 
a lot easier by Greyhound 


“Anyone with a sales territory as varied as mine needs the 
most efficient travel he can get. 

“That’s why I like Greyhound. There are plenty of sched- 
ules ... they leave at convenient hours... they take me 
direct to small towns, industrial centers, and big cities 
throughout my territory. 

‘“What’s important to me, I save time on each call. . . and 
I save myself, too! No long hours behind the wheel. No 
driving strain. By Greyhound, I just sit back in an easychair 
—and arrive right at the spot—on the dot!” 


| GREYHOUND 


” 


BOC OBER 15, 1951 


by 
t 


es od 


but you should see 
Stereo-Realist Pictures! 


GALse MANAGERS! Service Managers! 
Field Service Engineers! Stereo- 
REALIST is absolutely the most useful pho- 
tographic tool ever presented to American 
business. Photographs that actually show 
a person, a place or a product exactly as 
is in real life .. . in true 3rd dimension 
— in real-life color in life-size images! 
More amazing still, it does so on low- 
cost 35 mm film. 

This is no idle sales talk. It's fact 
backed up by present day users—machine 
tool and automotive companies, research 
laboratories, tractor and farm implement 
manufacturers, real estate dealers, dress 
and candy manufacturers. Their products 
are being SOLD right now using this 
new, fascinating approach. It’s ideal to 
get and keep a bored customer's atten- 
tion, It’s the most perfect service-training 
method short of working on a product 
itself 

For more information on this new 
low-cost business help, see your com- 
mercial photographer or write DAvip 
WHITE Co., 385 W. Court Street, 
Milwaukee 12, Wisconsin. 

Camera and Viewer $182.25 


(Tax Inc). Priced according 
to Fair Trade Practices. 


emeoli@alist 


The Camera That Sees The Same As You 
Stereo-Reatist Cameras, Projectors, Viewers and Ac- 
cessories are products of the David B hite Co., Milwauke+ 
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Lots of Sales Tools—Con't. 


MINE LIGHTING DEMONSTRATOR: The prospects: mining engineers 
and others interested in mine production and safety. The vendor: Lamp 
Department, General Electric Co. The object: to demonstrate efficient 
The gadget is a simple cardboard box in which the 
two-section interior represents two mine haulage ways, one with white walls, 
one with dark. Holes in the side of the box, admitting light, represent 
lamps spaced at 10-foot intervals. To the viewer it quickly becomes evident 
that visibility in the white-wall shaft is much higher than in the other, thus 
emphasizing a point of major importance: that whitening with rock dust or 
whitewash is the equivalent of adding 15 times more artificial light. Copy 
on the box goes further into the subject of principles of effective mine light- 
ing. Though introduced as a means of selling to mine owners, the demon- 
strator is being used in the 34 sales districts of the G-E Lamp Department 
to sell other markets. It is used, for example, to explain the importance of 
light finishes on walls, floors, etc., to secure the best results in indusétriai, 
commercial and home lighting. 


mine-lighting methods. 


SIGHT-SELLER: Once upon a time a Devoe & Raynolds branch manager, 
with a unit like this under his arm, went out to call on three prospective 
agents for Devoe products. He sold all three. Since then the use of the 
tool has spread to other Devoe branches. It’s a ring-slide binder which 
converts into an easel demonstrator at the flick of a thumb. When closed 
it looks like an ordinary looseleaf notebook. The sales story is presented in 
pictures or placards or both... housed in clear acetate envelopes which form 
the “pages” of the “notebook.” The salesman begins his presentation by 
placing the book opened, flat, on the prospect’s desk; then he flips up a 
standing panel, concealed in the back cover, to prop the pages up into easel 
position. A similar sales aid is used by Paper Art Co. to sell plates, cups, 
paper napkins, etc. Sight-Seller by Remington Rand Inc., New York. 
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like California without the 


Are you getting the right response from 
California? Hardly — without imland 
California, the Billion Dollar Valley of 
the Bees. You miss one of the West's 
most active markets — with nearly as 
many people as Los Angeles ... more buy- 
ing power than San Francisco and Port- 
land combined . . . three-times-higher 
retail sales than Seattle.* 


Yes, to put yourself over in California, 
you do need the Valley. So it pays to use 
the solid Jocal papers that independent 
Valley people read and heed. 


They are the three McClatchy papers— 
The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. Each one reaches 9 
>» ° out of 10 families in its ABC city zone... 
half the families in its ABC trading area. 
Together, they cover the whole 500-mile 
Valley as do no other newspapers. 


*Sales Management’s 1951 Copyrighted Survey 


THE SACRAMENTO BEE . THE MODESTO BEE - THE FRESNO BEE 


National Representatives... O'MARA & ORMSBEE, INC. 


New York © Los Angeles * Detroit * Chicago © San Francisco 
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More Sales with HEINN 


Loose-Leaf Binders 


®@ Many of your suppliers—if 
not most of them—probably 
use Heinn Loose- 
Leaf Binders to 
gars? ‘Ss help make sales 
< : > to you. This is a 
reasonable claim, 
since practically 
all leaders in ev- 
ery industry use 
Heinn Binders. 
Custom-styled, 
job-planned Heinn 
Binders can help 
you step up your 
own sales... at 
the lowest opera- 
tional cost per 
unit per year. 
Write for the 
complete story. 
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@ CATALOG COVERS 
@ PRICE AND PARTS BOOKS 

@ SALES AND INSTRUCTION MANUALS 
@ PROPOSAL COVERS e@ PLASTIC TAB INDEXES 


THE HEINN COMPANY 


324 W. FLORIDA ST., MILWAUKEE 4, WIS, 


Selection Evaluating 
Pricing Computing 
Weights . Navigating 
Comparison Resistance 
Demonstration Pressures 
Operation D Identifying 
Correlation ogg and wars Locations 
. urers of every conceivable Sent 
eigenen type of calculating device to P : 
Proportions assist in the marketing of ween: — 
Estimating your product Budgeting 
Payroll — 
Measuring arin 
Visualization can 
7 > ormulating 
Sizing 
Signaling 
Counti 
wr on Recording 
ata 
Scheduling GRAPHIC CALCULATOR COMPANY © SPeeds 
’ Rating 
Calculating 633 Plymouth Court ements 
Chicago 5, Illinois P 
‘rae WaAbash 2-6863 ae 
Squares — Listing 
Cubes Volume 
Deviations Area 


Sales Tools—Con't. 


TOUGHIE: Salesmen for Executone 
Corp. (office communication systems) are 
toting a demonstrator whose weight has 
been considerably lightened because it's 
housed in a case made of a new synthetic 
called Royalite. The case weighs only 
5', lbs. The pretty gal isn’t doing what | 
she’s doing for fun: She’s demonstrating — 
the ruggedness of the case. Case by Dur- © 
able Formed Products, Inc., New York. 
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LITTLE GUY: This one’s pocket-size. F 
Sponsored by American Lubricants Co. 7 
Dayton, it shows the step-by-step process © 
for converting a dirty, leaky roof into a |} 
clean and leak-proof roof. With this |% 
presentation the salesman needs only 2. 
three minutes to show a prospect how ~ 
easy it is for one man to do the re-rooi'ng 7 
job. This tool has been in use, with minor | 
changes, for six years. By X-Ray Visual 
Sales Method, Inc., Chicago. m 
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=| 1,267,706 MIDWEST UNIT FARM PAPER SUBSCRIBERS 
me ] ’ 
e its | Gg 
mi! RAISE 92% MORE CATTLE THAN NATIONAL FARM AVERAGE 
only | ho 
what ' 
ating | From the feed lots of the Midwest 8 states, 25,750,000 head of cattle. It’s the market 
where cattle from the ranges are fattened for served by the five locally-edited publications 
ork, § aire - ahs . 
the market, come a large majority of the steaks of the Midwest Farm Paper Unit whose 
r marked ‘‘U. S. Choice.”’ 1,267,706 subscribers raise 92 per cent more 
In this richest of farm markets aremore than cattle than the national farm average. 
| Tt’s the coy] S Choice”’ A U. S. Bureau of Census survey offers convincing proof that the 
: ied “ Midwest 8 states are the U. S. Choice market for products and services 
. Y 
Ma rket for Sales you have to sell to farmers. Get the Census Bureau facts to analyze 
; your sales potential here. Let Midwest Unit Farm Papers—the publi- 
to Fa rmers cations that are a 3-to-] choice over any national farm magazine — 
help you realize that potential. Midwest Unit advertising 
is a one package proposition—one order, one plate 
i at a substantial savings in rates. 
f MIDWEST OFFICES AT 


50 Park’ Avenue, New York...59 East 


3 
sy Madison Street, Chicago . . . 542 New Center 
Es uilding, Detroit ... Russ Building, San Fran- 
size. ae isco... 1324 Wilshire Boulevard, Los Angeles. 
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* Sales Tools 


Want to tool up sales 
with a bright promotion idea 
. develop a sales promotion plan 


prepare a catalog that sells? 


Then take a look at what we have done 
for others (see photo Concertone 
Record Album) . . . see how easily you 

can take advantage of our creative and 
production help . . . without disturbing your 


advertising agency arrangements. 


Phone PLaza 3-9182 or drop us a line. 
We'll arrange to talk to you 


at your convenience. 


D. B. Hopkins Co. 
SALES PROMOTION ... CATALOGS | 

400 Madison Avenue oe 
New York 17, New York 


Onartsucil 
(All Purpose 
Portable } 


Aluminum’ 


\ Lasel/ 
fase 


The Greatest Easel Ever Built 


Designed for use with the large paper 
writing pad—which we stock. Also ideal 
for great big charts, small charts and flip- 
over charts. Folds up in a jiffy. 


Manufactured exclusively by 


ORAVISUAL COMPANY, INC. 


68 Jackson Street Stamford, Conn. 
WRITE FOR DESCRIPTIVE CIRCULAR 


Lots of Sales Tools—Con't. 


RIGHT BEFORE YOUR EYES: A problem-solver is this portfolio which 
displays the properties of “Lumaside,” siding material made by General 
Building Products Co., Milwaukee. In 11 pages of copy—with photographs 
of representative homes on which the siding has been used—the purchaser 
is able to see a remodeling idea take shape and find out in advance what his 
refurbished home will look like. 

It is no longer necessary for salesmen to spend long hours taking prospects 
on tours of jobs. Salesmen report that use of a visual presentation in sell- 
ing siding materials to home owners makes the job easy and effective. 

The portfolio photographs are examples of every type of architecture and 
owners can easily find a picture which is similar to the house they contem- 
plate remodeling. Copy accompanying the photographs is brief. . 
read. 


. easy to 


C. W. Peckharsky, general manager, says: “We had hoped that some 
enlightened manufacturer would produce sales material that would be 
helpful to retail salesmen in presenting a product to home owners, but none 
was forthcoming . . . We therefore decided to produce our own... We 
attribute much of our successful promotion of ‘Lumaside’ to our use of 
the portfolio. It has proved to be just what is needed.” 

“Visi-Kit” by The Burkhardt Co., Detroit. 


PRECISION IN PLASTIC: Deli- 
cate parts of Parker Pen Com- 
pany’s Flaminaire butane cigarette 
lighter float in this Lucite block in 
the sequence by which they’re 
fitted together to form a valve 
hidden in the lighter. Representa- 
tives demonstrate quickly and visu- 
ally with it to impress prospects 
with the lighter’s precision. Plastic 
block weighs 71 ounces. Parker 
reports results are “highly satisfac- 
tory’ wherever the transparent 
block has been put to work. 


{More Sales Tools . 


. . on following pages) 
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X-Ra y booklet shows product’s “‘insides”’ 


Wan: to make the inner construction of 
your product interesting and easily un- 
od? We found the X-Ray Visual 
Sales Method most successful —a 5-page 
acetate booklet which demonstrates the 
y-step construction of our Sealy 
spring mattress. We have used it 
as pocket demonstration piece for 


ders 


retail salesmen. And, although some- 
what more expensive than the usual 
booklet, it could be used effectively for 
direct mail, roo. Now, when customers 


ee ad 


ask ‘Why is your mattress better (or 
more expensive) ?"’—we can show them! 


l 


R. Lawrence, Advertising Manager, 


Sealy, Inc., Chicago, Ulinois 


Converts photograph into line drawing 


If you have a photograph of strongly 
ce isting tones that define form (34 
man’s face), it can be con- 

to a “‘postery’ line drawing at 


Per 


ow cost. Simply make a ‘‘con- 
stat of the photograph to elim- 
many middle values. From that, 
a line cut on zinc and tell the 
ver to “‘let it come.” The result is 
proof that retains the original’s 
graphic character; that has inter- 
sly textured shadow edges. To 
ret the photograph as accurately 
otherwise require an extremely 
le artist. Experience will tell where 
n “key form’ edge areas may need 
defined in the photostat to hold 
igibly in the zinc. 
Clarence N. Johnson, Art Director, 
Reincke, Meyer & Finn, Chicago, Il. 
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| Tell it to Kimberly-Clark 


An idea exchange service for 


advertisers and buyers of printing 


Keep your catalog up to date! 


Last fall when printing our 164-page 
photo supply catalog, we anticipated a 
flood of price changes in the ensuing 
months, and provided a 1-inch blank 
column on the outside edge of each 
page headed “Latest Data.’’ Then peri- 
odically as required, we mailed out a 
sheet of 16 perforated gummed stickers 
covering the new prices. Even new items 
are included on these stickers by pro- 
viding a small thumbnail sketch and a 
brief description. In this way we have 


protected our original investment in an 
expensive catalog by keeping it useful 
and up to date week by week. 
Ray Lambert, Advertising Manager, 
Hornstein Photo Sales, Inc., Chicago, Il. 


<\\ # peooucr er \ 
\\| Kimberly 
i|| Clark 


\ tuusce | Hifect* Enamel 
—oopoes) 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


Any item of interest 
pertaining to adver- 
tising ofr printing is 
acceptable, and _ be- 
comes the property of 
Kimberly-Clark. For 
each published item, 
a $50 Defense Bond 
will be awarded to 
the sender. In case of 
duplicate contribu- 
tions, only the first 
received will be elig- 
ible for an award. Address Idea Exchange 
Panel, Room 139, Kimberly-Clark Cor- 
poration, Neenah, Wisconsin. 


* * * 


As paper is still on allocation, please 
help prevent the shortage from spread- 
ing further. And remember—you add 
crisp freshness and sparkling new sales 
appeal to all printing jobs —at less cost, 
with less waste—when they're done on 
fully-coated Kimberly-Clark printing 
papers. Use them whenever possible. 


Kimberly-Clark Corporation sc. wisconsin 


Quality Machine-Coated Printing Papers 
Lithofect* Offset Enamel 


Trufect* Multifect* 
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IT'S LIKE 


COLOR 
TELEVISION 


AT THE POINT-OF-SALE 


Continuous slidefilm projector 

A real sales door opener 

Shows 20 pictures at 6-second 
intervals 

Your continuous Salesman 

Takes only | sq. ft. of counter space 
For stores, lobbies, conventions 
Portable—weighs only 18 Ibs. 


WRITE FOR BROCHURE SM-10 


“SHOPPER STOPPER”’ 
The Harwald Co., Inc. 
1216 Chicago Ave. 


Evanston, Illinois 


THE MODERN BLACKBOARD 


“ / 


A unique, self-operated 
projector that throws the 
projected images over the 
speaker's shoulder permit- 
ting him to face his audi- 
ence at all times... uses 
34% x4 film slides or 
coated acetate for dramatic 
visual presentations. 


For 
Teachers 
Lecturers 
Demonstrators 
Pa. Training 
Ughtweight Instructors 
(only 7 tbs.) 


fasy te use 


For use in Schools, Churches, Offices, Clubs, 
Homes, Hospitals, Training Centers 


on © 
4 { 
ei Se 
THE SPEAKER always FACES THE AUDIENCE 


The price of Screen Scriber is $61.00. For more complete details. 
illustrated folder and name of nearest dealer, write to Dept. 42, 


BARDWELL & McALISTER, Inc. 
BURBANK, CALIFORNIA 
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Lots of Sales Tools—Con't. 


IF MILADY IS PUZZLED about colors for re-tailoring her kitchen, Vikon 
Tile Corp., Washington, N. J., can help her with this colorscope which shows 
384 combinations of 29 colors in which Vikon steel and aluminum tiles are 
fabricated. Called the “Vikolorscope,” it can be used as a counter display, 
or put to practical application in solving kitchen and bathroom color prob- 
lems for home decorators. Colored tile slides are inserted against the actual 
background, in miniature of a room scene, permitting fast, flexible demonstra- 
tion in a true-to-life setting. All Vikon dealers have it. 


Follow the trend to 
more and better sales 
tools—equip your men 
with something more 
than conversation! Sell 
the prospect through 
his eyes as well as 
his ears 


Ask for folder on 
stock and special 
sales tools. 


1224 WEST MADISON STREET 
CHICAGO 7. ILLINOIS 


SALES MANAGEMENT 


TRANSPARENT MODELS of The National Supply Company’s leakproof 
pipe connections help demonstrate the accuracy of the product. Models are 
used exclusively by company personnel to show prospects how pipe threads 
mate with inside surfaces to produce a tight-fitting joint. The transparency 
feature brings into full view pipe threads, casings and shows contact of 
tapered surfaces brought under pressure when the joint is made up. 
Advantages of machine-tooled connections can thus be emphasized on pros- 
pect’s desk. Plastic models are drinking-glass size, made in National’s own 
shops. Pittsburgh. 


(Sales Tools ends on the following page) 


RETAILS AT 


f $14495 


Atool...a friend. .-. a teacher 


.. the EICOR TAPE RECORDER 


offers you the ultimate experi- 


efice in sound reproduction. 
i 


* 
Ask for a demonstration 


your nearest radio 


ind television dealer. 


1501 W. CONGRESS ST. 
CHICAGO 7, ILLINOIS 
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More 
Reflecting 


ra Radiant 
*'Screen- 
Master”’ 


Clearer, Sharper, 
Brighter Pictures 


because of Radiants 

million mirror 
yas beaded 
screen 


Radiant’s exclusive process’ gives 
you millions of efficient mirrors 
that reflect light powerfully in- 
stead of absorbing it. As a result 
—your pictures fairly leap from 
the screen with startling realism, 
added brilliance, new clarity and 
depth. 

A Radiant Screen means a more 
effective, a more deeply impres- 
sive showing always. There’s a 
Radiant Screen for every need. 


Send for FREE Sample 


Ask your dealer for 
demonstration. 
Send coupon for 
free sample of Radi- 
ant ‘“‘Million Mir- 

ror’’ screen fabric. 


RADIANT 


Projection Screens; 


& Radiant Mfg. Corp., 1237 S. Talman, Chicago8, Ill. § 
8 Send me free sample of Radiant "Million Mirror'’ 

§ Fabric—and brochure on Radiant line. i 
s Nome : 
- Address. i 
i City Zone State t 
8 (My dealer's name is t 
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Going a couple of steps beyond the 
usual use of scale-model cars, which 
have become popular display pieces 
and give-away items in the automo- 
bile industry, Chevrolet Motor Divi- 
sion of General Motors Corp. has 
made available to its dealers a com- 
plete “line’’ of such models, together 
with a number of ingenious props and 
ideas for using them to advantage. 


"Baby" Cars Help Chevvie Dealers 
Show All Models and Colors 


The Chevrolet line of miniature 
models is called a “Color Kit” and 
includes 12 authentic miniatures 
which represent the seven basic body 
types and 12 colors in the actual 
Chevrolet 1951 line. The kit enables 
a dealer to demonstrate all body types 
and all available colors, even though 
he may not have all of them in his 
salesroom, frequently the case in 


arte salesman is a Ged salesman 


with the Trans-vue 


VISI-kIT 


Sales Managers... Ad Men... 
Sales Promotion Men... 


VISI-KIT is one of the best sales presentation binders we 
have produced in neariy 40 years of specialization. Hinged 


TRANS-VUE pockets take photos, proofs, drawings, specs., 
display matter, back to back; deliver quick, clear, pre- 
planned presentation: Visi-Kit NEVER fumbles, never 


Send for 
Free Folder 


forgets, never muffs the punch-line; ALWAYS tells com- 


plete, accurate, dramatic story the way YOU want it told. 


aud Prices 


Sturdy, compact, dignified and ; ; . EASY to use. Quickly 
saves its cost in non-spoilage of sales material alone. 


[Suslhatdl 
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Burkhardt Bidg., 545 West Larned «+ Detroit 26 
BINDERS 


TO AMERICAN BUSINESS 


small dealerships or among others 
when cars are scarce. 

‘The props are attention-getters «e- 
signed to make the most effective «se 
of the models for display purposes 

Basic unit of the props is a small 
turntable which provides motion and 
may be used to display current model 
body types. For use with the turn- 
table, display materials are made 
available each season. 

The first display, introduced in 
September, 1949, represented a gaily- 
decorated, six-sided theater made of 
lithographed cardboard and equipped 
with special lighting. Each model 
was spotlighted just as it reached the 
center of the stage. 

For the 1951 model two activated 
displays and one stationary one are 
provided. One of them is a seven- 
sided pylon, lithographed in colors to 
provide scenic backgrounds for the 
seven miniature cars which ride 
around on the turntable at its base, 
The models are of the seven basic 
body types. The dealer selects the de- 
sired colors from his kit of 12. 

The miniature cars are made of 
tough plastic which is said to be many 
times stronger than that used in most 
models of this kind. Scaled 1 to 235, 
they are replicas of Chevrolet cars 
and include unusual details such as 
bumper guards, the name Chevrolet 
on hub caps, and even the corruga- 
tions on the simulated headlamps. 
The name of each color or color com- 
bination is stamped on the top. 

In addition to their uses for dis- 
play and novelty purposes, the minia- 
ture cars have a practical feature 
which makes all who receive them 
want to keep them: Each model is a 
toy savings bank, complete with key. 
Dealers order them in quantities to 
be used as permanent reminder gifts 
to customers and prospects. 


ses Si ais 


oe 
MERICNS LARGEST AND FINEST 
LOW PRICED CAR !. 


Ve Peete A REP RAP eS tony RIN IO 


wee 


wncctipnassn sean 


PAGE A PSYCHOLOGIST: Why are almost 


all humen beings, big and little, so ‘as 


cinated with miniature models? Chevrolet |» 
capitalizes this interest to provide a three- t 


way sales aid for dealers. 


ar 


» 
‘ 
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Worth Writing For... 


Booklets, Surveys and Mar- 
il ket Analyses Useful to 
Sales Executives 


‘a 
pe 


"My Teacher Says...:" A booklet 


n published by State Teachers Maga- 
un} zines, Inc., which gives latest official 
or figures on public school enrollments. 
ped F = Toral 1951-52 estimate is 26,126,000, 
del with most of the increase over 1947- 
the 48 in grades 1 to 7. By 1960 it is 
estimated that more than 37,000,000 
ted children will be in school. About 
are 90° of all people in the U.S.A. go 
en- through public school. “What they’re | 
5 to exposed to,’ the booklet points out, 
the “during the 12 years between first 
ride grade and high school graduation is 
ase, reflected in their opinions all the 
es rest of their lives . . . Business can 
de- supplement the teachers’ knowledge 
with factual examples of how industry 
ol and products have been developed, . 
an) and fe they serve the interests Z all of binders for all — of — 
rost of us...” There are figures on the | — catalogs, technical manuals, in- 
); teachers’ influence on school chil- | struction and engineering — pro- 
“ars dre ‘s and eeigg _ — on Pid posals. And its famous “Bestex” 
as yurchases, ¢ rhe achers . 
ga- luded is information on the 44 state and always looks good. Prices? 
Ips. teachers magazines, and how they Ce Ask anybody. An art department 
om- || cover the entire school field, together cee 4 to help you with layouts if you say 
. with a breakdown of their circula- J so. All of the practical looseleaf 
dis [} tions. Write to Miss Georgia C. ; A a 
nia | Rawson, Executive Vice-President, metals—the best in decoration. Tell 
ure ; State Teachers Magazines, Inc., 307 us your requirement — we'll send 
rem fF) N. Michigan Ave., Chicago 1, III. samples and quotations promptly. 
Key. 
| to “industrial Markets for the 


i tts : "50s:" Published by Modern In- 


du try, it is an executive guide to | BEAVERITE PRODUCTS, INC. 


sales planning and action in the 90 
key industrial markets—with an all- 56 DE WITT STREET, BEAVER FALLS, NEW YORK 
county tabulation. Based on the | 
“bull’s-eye” concept (that 12% of | 
the nation’s plants are responsible for | 

1% of the nation’s dollar value | 
adied), it is divided into three sec- | — 
tions: (1) a breakdown of the U.S. | 
market into 90 major marketing | Need Ideas 


areas, analyzing the 20 major indus- | 


tr.al classifications by bull’s-eye plants | 6 Oe Cyr 
and other plants, showing the dollar 
owing the dollar CHRISTMAS GIFTS? 


Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


and Paper Cover Stocks; also Acetate Tabbed Indexes. To Your Order 


| 


patie 


ie added for each area and varia- 
tions from 1939; (2) a complete list- 
in» of counties and states with their 
bi l’s-eye plants and dollar value 


In case you missed it, we'll be glad to send you a free reprint of our 


October Ist feature on Christmas gifts for customers and associates, 


a led figures; (3) a fold-out chart including illustrations of 23 suggested gifts and “10 simple rules for 
sowing 90 key marketing areas— gift giving in business.” 
5 b:\ken down by number of bull’s-eye | , : 
3° | Pints in each industrial classification. | Ask for a free reprint of “When A Corporation Says Merry Christ- 
et i \ rite W. B. Cecil, Promotion Man- mas to Its Friends” and address your request to SALES MANAGEMENT, 
a : 3, Modern Industry, 400 Madi- 386 Fourth Avenue, New York 46, N. Y. , 


Ave., New York 17, N. Y. 
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The ABC's of Effective 


Sales Letters: 


How to Start a Letter...When to Stop 


BY CHARLES BURY, 


Correspondence Consultant 


Let's not bore people with corny, or historical, or slow- 


witted opening sentences. Like the first five seconds of 


a salesman's presentation, the take-off either commands 


attention or loses it. The close is almost equally important. 


Your first sentence can be the most 
important one in the entire letter. 
If it “clicks” the reader reads on. 
If it is Habby, weak — the letter sails 
into the wastebasket, or at best is read 
begrudgingly. 

First sentences are usually the big- 
gest trouble makers. ‘The letter writer 
is wondering how to begin. While 


he is thinking, he mumbles such 


phrases as “In reply to your letter 
of November 12th, regarding the 
matter of ...’’ and then goes on to 
give a long rehearsal of what the 


other letter said. 

What’s happening? The dictator 
is scratching his head mentally as he 
searches for a beginning. Meanwhile 
the letter is cluttered with meaning- 
less and wasteful words. Here are 


and CLOSE the sale. 


ability for this work. 


sales executives. 


YOUR SALESMEN ...MR. SALES EXECUTIVE... are sales spe- 
cialists. Their specialty is selling your product to your prospects. 


WE ARE SALES SPECIALISTS, TOO. Specialists in writing, 
planning, designing and production of printed selling 
material that ENTHUSE the salesman, INFORM the prospect 


33 YEARS OF SERVING firms like those shown and many, 
many others equally well known to you, presume our fitness and 


WHETHER YOU NEED 10 or 10,000 presentations we offer you 
the benefit of our 33 years of experience in serving top 


YOU CAN BENEFIT by our ideas and service. And conserve 
your time and energy. Why not have us show you several 
idea-stimulating examples of our work and explain our service? 


ADVERTISING, SALES PRESENTATIONS, POINT OF 
PURCHASE SELLING TOOLS for 33 years 


X-RAY VISUALYMETHOD, INC. 


35 EAST WACKER DR. CHICAGO 1 


PHONE: RA 6-3844 


some faults to avoid: 


|. Don't rehash the letter being 
answered: 

Weak: ‘“Yhis will acknowledge 
receipt of your letter of April 14 in 
regard to Order No. 68941, in which 
vou asked about the additional handle 
to go with this equipment. In reply, 
wish to sav...” 

Wordy, woozy, wasteful! This first 
sentence tells nothing the 
doesn’t know already. He 
what he said in his letter. 
care about the date it was written. 
(If he does, he can look it up.) He 
wants to know when he'll get the 
extra handle. So don’t waste time. 
Just begin. 

Better: ‘““The handle you asked 
about is being rushed to you today.” 


knows 


2. Don't highlight the date: 
Sometimes the date of the letter has 
to be mentioned. If so, don’t high- 
light it. Give it a secondary position. 
Give the action first. 

Weak: “In reply to your letter of 
April 22, in which you asked for a 
copy of the bulletin...” 

Better: “Here’s the bulletin you 
asked for in your letter of April 22.” 

Sometimes you can mention -the 


date and omit the fact that you re- | 


ceived a letter —and thus make a 
further improvement. For example: 

Instead of ““Vhank you for your 
letter of June 10 in which you 
ordered...” try “That was a dandy 


reader | 


He doesn’t | 


order you gave us on June 10. Our | 


hearty thanks... 


Make your first sentence stand up | 


on its hind legs and sell. 
right in. Try to say something inter- 
esting, positive, or gracious. Remem- 
ber, first impressions are lasting im- 
pressions. 

Next in importance to your opening 
remark is your parting shot. This is 
the last and most remembered im- 
pression the reader gets. 
count. 

The typical business letter closes 
with something like: 

‘Trusting we may have this valued 
business, we remain...” 

“Hoping this meets with your ap- 
proval...” 

“Anticipating an early reply, we 

r- 
are zee 
These endings are anemic. Spine- 
less. They leave the reader flat. 

If you want the reader to do som:- 
thing, tell him so in plain Englis}. 
Say: 

“Send us your check today and 
your order will be shipped Thurs- 
day.” ; 
“Just put your ‘Okay’ on the bet- 
tom of this letter and return it to 1s 
in the postage-free envelope.”’ 
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The group with the 


~ 


Your products are exactly as good as consumers believe them to be... 

and it takes a lot of pre-selling through advertising in top markets 

to establish and maintain brand preferences. 

FIRST 3 Markets Group offers you the FIRST Sections of the FIRST Newspapers 
of the FIRST 3 cities of the United States. 

And, in these Sections, the finest Rotogravure and Colorgravure reproduction 
assures you maximum package and production EY Edentification. 

For maximum sales at minimum advertising cost use... 


The group with the Sunday Punch 


: New York Sunday News 
; Chicago Sunday Tribune 
d Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


MARKETS GROUP Picture Sections « Magazine Sections 


yew York 27, N.Y., News Building, 220 East 42nd Street, VAnderbils 6-4894 + Chicago 11, Ult., Tetbune Tower, SUpertor 7.00468 
n Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 7 Los Angeles 17, Cal., L127 Wilshife Blud., MiChigan 0678 
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You can get a reliable check 
on retail dealer activities 


@ You’d like to know what 
brands the dealers are pushing 
—but you can’t visit all the 
stores to find out. 


You can get a reliable check on 
retail dealer activities anywhere 
in the United States by using 
an ACB service. Brand prefer- 
ences are reflected in newspaper 
advertisements, and ACB can 
furnish you all the details. 


This and other important in- 
formation is revealed in detail 
by ACB’s Research Reports as 
it appears anywhere in daily 
newspaper advertising. 


ACB Dealer Tie-In reports have 
been used by leading merchan- 
disers for many years. They are 
made to your own specifications 
as to information or areas cov- 
ered. Catalog of services sent 
executives on request. 


Send for Catalog 


Gives details of 12 re- 
search services— covers 
wide range of subjects 
—tells how to estimate 
cost—suggests many 
applications of informa- 
tion furnished—gives 
names of satisfied users 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 
16 First Street, SAN FRANCISCO (5) 


161 Jefferson Ave., MEMPHIS (3) 


Don't Be A Word Rambler! 


Don’t be a word rambler. Don’t try to sound ‘“‘business-like”’ by 


using involved words and phrases. Use short, natural words when- 
ever possible. You'll cut the length of your letter, it’ll sound better, 


The l-o-n-g way 


Confirming our telephone conversation . 
All that is necessary for you to dois... 

In the normal course of our procedure .. . 
We have discontinued the policy of . . 


Therefore we ask that you remit $... 
In accordance with your request .. . 
Will you please arrange to send .. . 


and the other person will get your ideas quicker. 


We are of the opinion that. . . 
in the most careful manner . 
In the meantime .. . 

Due to the fact that... 

In view of the fact that... 
At a later date. . 

Will you be good enough to . 
At all times... 

At which time .. . 

In regard to . 

Reduce to a minimum... 
In the near future .. . 

In view of the above... 

In the amount of $... 

In accordance with... 
Inasmuch as. . 

In order that... 

Under date of ... 


In the event of ... 


The shorter way 


As agreed by phone... 
DUEP sss 
Normally ... 


; We no longer. . . 


Please send $... 
As you wished .. . 
Please send... 
We believe that... 
Carefully ... 
Meantime ... 


Because ... 


tater... 
Please ... 
Always... 
When... 
About. . 
Minimize . 
ae 
Since ... 
For$... 
OU eds 


“Fill out the application and _ re- 
turn it to us today, and your policy 
will be in force the first of the 
month.” 

Sometimes no action is required, 
but you want to leave a “good taste” 
as the last part of the letter. Try 
something like: 

“We're always glad to be of serv- 
ice.” 

“It’s always a real pleasure to serve 
you.” 

“When we can help you, let us 
know.” 

During the holiday season, many 
letter writers add a friendly touch 
by closing with such remarks as 
“Best wishes during the holidays” or 
“Seasons greetings and our best to 
you.” 

Here is a simple device that adds 
power to your closing sentence — 
dated action! Instead of: 

“Please let us hear from you at 
your early convenience.” 

“We would like to hear from you 
soon.” 

“May we expect to hear from you 
in the near future?” 

Say: 


‘Please let us hear from you by 
May 1.” 

“Won't you let us hear from you 
by April 28.” 

“Nay we have your reply by next 
Wednesday.” 

Instead of a vague request for a 
reply — make it specific. Set a defi- 
nite time limit in the reader’s mind. 
You will increase your returns by 
one-third. 

Do not “Thank in advance.” This 
is considered trite and presumptuous. 
“Thanks” or ““Thank you” are con- 
sidered good form, however. 

Keep the closing sentence short — 
like the closing remarks in a conver- 
sation. Remember, many short letters 
do not need special closing sentences. 
If you can’t think of a good closing 
sentence — say nothing. When you 
come to a stop, come to a full stop. 


(This is the fourth of a group of 
articles on better letters by Mr. Bury. 
The earlier ones appeared in the issues 
dated September 1 and 15, and October 1. 
Another will appear in the November 1 
issue.—T he Editors.) 
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? How big should your ad be? 

* Size can pay off: In 61 advertisements studied in 
one magazine, 5 out of 7 spreads made the “first 
20” group..But a small ad will get read if it’s 
good. The ARF studies show you the readership 
of hundreds of ads—by size. 


OMusticlion, 


44% 


5 Do big pictures help? 
* Illustrations consistently outpulled all other ele- 
ments in attention value, in every magazine studied. 
But good copy ran a fairly close second. In the 
ARF studies, you can check picture performance 
—find out how to get stronger picture impact. 


3 Do the readers have buying power? 

~“* Indeed they do: 77% of the readers of the four 
publications surveyed directly recommend or 
influence purchases... and, of these readers 
with buying power, 80% generally specify the 
make or brand. 


Is color worth the cost? 

Put it this way: 41 of the top 60 ads. . . those that 
got the highest readership ratings . . . were in 
color. The ARF studies give you the readership 
record of scores of color ads . . . and a compari- 
son with black-and-white results. 


) Should copy be cut short? 

* Not if it has important help or information to 
give. Some long copy ads were much better read 
than short ones. From the readership ratings of 
actual ads, you can see just how much copy busi- 
ness paper readers will read . . . and what kind. 


more help from App 
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q PUBLICATIONS Founded in 1916 


T\ e group of ABC- audited paid-circulation publications working 
cooperatively to improve further the service of business papers to their readers... 
and to help advertisers use the business press more effectively. 
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Leading Advertisers Look for Larger Sales 


Half of those surveyed by ANA plan to boost ad budgets. 
Pillsbury's president urges sales-minded top management. 
Research Foundation expands. Nunn is ANA chairman. 


A “general feeling of sales optim- 
ism prevails in almost every industry 
group” in the Association of National 
Advertisers, Ml. L. McElroy, ANA 
vice-president, told the association’s 
42nd annual meeting in New York, 
September 24-26. 

Answers to various questions i 
this survey, which Mr. McElroy pre- 
sented as “A 12-Year Cycle of Ad- 
vertising Expenditures,’ were  ob- 
tained from one-sixth to one-fourth 
of ANA’s 500-company membership. 

Of the 82 companies “guesstimat- 


ing’ 1952 sales, he said, almost 70% 
expect increases; 20% no change; 
10% a decline. Fifty per cent of 


these same companies plan to increase 
advertising budgets. 
In most industry classifications, he 


showed, “‘the percentage of sales 
spent for advertising has declined”’ 
since 1939, 

The defense program thus far has 
affected relatively few ad _ budgets. 
These chiefly are among industrial 
companies, where they resulted in 
“reductions averaging slightly more 
than 11%.” Among all advertisers— 
despite a marked increase this year in 
share of production going to govern- 
ment contracts—‘the degree of prod- 


uct shortage has increased only 
slrghtly.”” Few themes have been 


switched from “straight selling.” 
The ANA elected Wesley I. 
Nunn, advertising manager, Stand- 
ard Oil Company (Indiana), Chi- 
cago, to be chairman of the board, 


succeeding Albert Brown, The Best 


You're ‘sure to get readership! 


Want more people to know your 
sales story? Tell it in Parade, 
where ads get more readers per 
dollar than the same ads in any 
other magazine. (Starch-proved. ) 
And circulation? Parade’s is big- 
ger than Life! 


Put it in 


The Sunday Picture Magazine 


Foods, Inc., New York. J. Warc 
Maurer of Wildroot Company, Buf- 
falo, was elected vice-chairman. Paul 
B. West, president, starts his 20th 
year as executive head of ANA. 

In a keynote address Philip W. 
Pillsbury, president of Pillsbury 
Mills, Inc., Minneapolis, emphasized 
the growing sales responsibilities and 
opportunities of top management. 

Management that can move in or 
the sale, he explained, “moves intc 
leadership.” Whatever other problem: 
top management may face, “the sale 
must be made before anything else 
can be done.”” Management “must 
mold its course to the point of sale. 


“Make the Sale" First 


“Once you accept the principle of 
having to make the sale before any- 
thing else . . . you form new concepts 
and attitudes toward the role of ad- 
vertising.” 

Mr. Pillsbury urged: 

1. That advertising—from product 
development to national distribution 
—be geared into the whole selling 
operation ; 

2. That the amount of advertising 
be proportionate to the sales goal, and 


3. That relations with the adver 
tising agency be close and construc- 
tive. The agency should have full 
information about the company and 
its sales policies and objectives and 
be given full responsibility for its 
part in achieving the objectives. 

‘Advertising — properly planned, 
properly executed and geared to the 
total sales effort,’”’ he said, “is indis- 
pensable to the modern ‘selling pres'- 
dent.’ And unless thorough sound ad- 
vertising sales are made effectively, 
no company can establish modern 
employe relations practices, continu- 
ous plant modernization, or long 
range research and product develop- 
ment.” 

But some top managements 
may require “educating.” 

Sterling J. Hiles of Remington 
Rand Inc., New York, told how this 
company’s advertising executives jus- 
tified larger expenditures. 

Although total dollar advertisinz 
expenditures nearly quadrupled in the 
last decade, there was an increase « 
only 3% in the share of total sales 
costs devoted to advertising. This 
was accompanied by a “19% decreas? 
ins” cost per dollar of sales.” 

With the help of several charts, 


stil! 
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we don’t cover “Detroit” 
and neither does 
any other 


Detroit newspaper. 
This market is divided 


HALF and HALF 
—that’s why 

The Detroit Times 

is a “must” 

on any and all 
advertising schedules 


destined 


for the Detroit area. 


You’re missing something 


if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Hewy and Werry + Heort Orseose in Pregpancy 


ALL THE FACTS 


pod ays health 


The 1951 READER AUDIENCE STUDY 
gives you a complete picture of the 
great health-minded market pre- 
selected for you by TODAY'S 

HEALTH. Get the facts about 
TODAY'S HEALTH before com- 
pleting your 1952 schedules. 


A PUBLICATION OF 


AMERICAN MEDICAL ASSOCIATION 
535 N. DEARBORN ST., CHICAGO 10, ILL. 


BRAND NEW 1951 FORDS, 


PLYMOUTHS, CHEVROLETS 
FLEETS OF 10 10 1000 CARS FOR IMMEDIATE DELIVERY 


INCLUDING GAS @& OIL 


Includes License Plates; Replacement in Case of Fire, Theft 
or Serious Damage; New Caiz Every 12 Months. 
“General Auto’ rental plans cost less than salesman‘s 
mileage allowance or company owned cars. A special plan 
can be developed to meet any need 

Now Serving RCA, F. W. Dodge 

U_ S. Hoffman Machinery Co., Koppers Coke, 
and many other national firms 


HIGHEST PRICES PAID FOR YOUR PRESENT 
Write, Wire 


P 
by M 


RENTAL CO. 


COAST-TO-COAST 


CARS 


GENERAL AUT 


HAROLD 8B. 


FS NN 
o= 
7 Nina 


Livingston 8-5000 


6600 N. BROAD ST., PHILA. 26, PA. 


120 


here's how Remington Rand’s adver- 
tising people presented their story to 
top management: 

“The price index, the measure of 
inflation, is up to 171—but our sales 
are up 381% over 1940. Sure, our 
total advertising bill, at 395%, has 
risen faster than our sales. But it’s 
still only 103% of prewar, in 
relation to sales. We've put 28%, 
more of our selling expense dollars 
into advertising.” But this helped to 
cut selling expense “19% below the 
prewar par,” and resulted in a “50% 
increase in operating income per dol- 
lar of sales.” 

The advertising program, in fact, 
should be sold at all company levels. 


Salesmen's Views on Ads 


Reporting on a survey of sales- 
men’s attitudes toward national ad- 
vertising, Donald B. Hause of Ar- 
mour & Co., Chicago, chairman of 
ANA’s Merchandising of Advertising 


Committee, concluded: 


“1. ‘Local advertising’ is a subject 
on which our men need help; 


“2. Salesmen in general have a 
good understanding of national ad- 
vertising—but we are not giving them 
the information and tools with which 
to make the most use of it.” 


The findings were based on the 
first 626 replies to a questionnaire 
sent to a total of 1,600 salesmen of 
36 participating companies in the 
food, drug, automotive, appliance and 
other industries. 

Ninety per cent of these salesmen 
regard national advertising as “very 
important”—in creating demand for 
products, helping to gain dealer sup- 
port, and building company prestige. 

Media these men consider “most 


effective’ are weekly magazines, 
which received 37% of first place 
votes; television, 22°; newspapers, 
14%; women’s service magazines, 


4%. Daytime radio won no first 
place and only 4% of second place 
votes. Sunday supplements also 
ranked low—probably, Mr. Hause 
said, because “the salesmen are not 
familiar with this medium.” 

He noted a “pretty strong hanke-- 
ing on the part of most salesmen fer 
local advertising” — because it “cre- 
ates demand locally,” ‘“‘reaches the 
immediate market” and “concentrates 
advertising. ” 

Replying to another question, mat! 
salesmen said they want more loc: 
co-op and TV advertising. 

Nine-tenths of the salesmen wou 
like to be able to show dealers th 
company’s advertising programs 
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“While you’re waiting, would you care to glance through 
one of our pre-war price lists?” 


advance of publication. About +0% 
do “not think they know all they 
ought to know about their company’s 
advertising.” 

More than 60%—ranging from 
81% in beverages to 37% in indus- 
trial — regard point-of-purchase dis- 
plays as helpful in building sales. 
The average salesman would spend 
60 cents of each advertising dollar 
in national, 25 cents in local and 15 
cents in store display advertising. 
Their p-o-p preferences, in order, are 
interior displays, packaged literature 
for store distribution, and window 
and exterior displays. 

Failure of many advertisers to 
learn department store needs and 
problems, said Maurice B. Hirsch, 
John Shillito Company, Cincinnati, 
may be a major reason “why a lot of 
good advertising fails to pay off. 

“Department store distribution is 
one of the greatest and least appreci- 
ated advertising opportunities.” De- 
partment stores are “the show win- 
dows for almost all important prod- 
ucts. A $40-million store represents 
about 10 million actual transactions.” 
Figuring “one shopper who doesn’t 
biy for every one who does,” one 
store provides annually “20 million 
Opportunities to make an impression. 
Multiply this by the 500 biggest 
stores and you have a potential of 
1 billion advertising impressions.” 

Mr. Hirsch described “the assump- 
t on that nationally advertised prod- 
u ts are thoroughly pre-sold, and all 
t'e department store has to do is to 
c rry them,” as “pure nonsense. Your 
p oduct can have an awful lot of 
p esumed and actual consumer pref- 
e ence, but it’s not going to pay off 
\\ \en consumers see your competitors’ 
p: oducts beautifully displayed.” 

\dvertisers must learn “how the 


OCTOBER 15, 1951 


department store can sell your prod- 
uct at least as profitably as it can 
sell any other competitive product.” 

A new’ Advertising Research 
Foundation, with broader scope and 
backing, was announced by its chair- 
man, H. M. Warren, Union Carbide 
& Carbon Corp. 

Established in 1936 by the ANA 
and American Association of Adver- 
tising Agencies, each of which con- 
tributes to it $7,500 annually, ARF’s 
operations have been financed _pri- 
marily by media groups involved in 
continuing studies of newspapers, 
farm and business papers, and trans- 
portation advertising. 

The new ARF, Mr. Warren said, 
will be concerned not only with 
media research but with “‘copy, art, 
human motivation, techniques, habit 
patterns.” It will be supported by 
the ANA and Four A’s as founder 
subscribers, but primarily by regular 
subscribers among advertisers, agen- 
cies and media, who will pay—in six 
classes, depending on their individual 
advertising volume — from $150 to 
$2,000 annually. The new board of 
18 will include four appointed by 
ANA, four by the Four A’s, the im- 
mediate past chairman and the presi- 
dent, A. W. Lehman, and eight 
elected by regular members. 

With media, the new ARF will 
give advisory opinions preceding 
media studies, on techniques, size of 
sample, etc., and will ‘“‘guarantee’’ 
the field work, data and conclusions 
of studies made by media and inde- 
pendent research firms for them. It 
will work to develop better research 
techniques—may get into “radio and 
TV rating methods;” “magazine au- 
dience characteristics and duplica- 
tion,” and “how people spend their 
time in relation to advertising media.” 


onvenient 


At Hotel Cleve- 
land you'll be 
convenient to any- 
where you'll want 
to go in Cleve- 
land. Hotel Cleveland is directly 
connected to Union Passenger 
Terminal, garage, Terminal office 
buildings. 


Eomfartable 


Quiet, sleep- 
inviting rooms 
—all with ra- 
dio, many with 
television. Spirited, colorful new 
decorations in rooms and lobbies. 


<Shiendly 


There’s a cordial, 
hearty welcome. . . 
gracious, attentive 
service to greet all 
who enter the 
friendly doors of Hotel Cleveland. 


HOTEL 
CLEVELAND 


Kleveland, Ohio 
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Yearly for seventeen years. New York couples 
who shake a mean foot have slugged it out in 
competition in local dance halls. The survivors 
square off at the Harvest Moon Ball. a large 
and gaudy event which fills Madison Square 
Garden to its eyebeams with the dance lovers 
and people who just come. The winners get 
gold medals, gift certificates. a paid engagement 
in show business. and clippings to show their 
yrandchildren. The News Welfare Association 
spends the proceeds in good works. 

Madison Square Garden was signed up for 
the HMB on September 12...the same evening 
Messrs. Robinson and Turpin were scheduled to 


assault each other in the presence of 60,000 


ellout: 


2 hrs, 8 min... 


If any large portion of the available 18.000 
HMB seats remained unsold. Madison Square 
Garden might become the favorite charity of 
the News Welfare Association—a contingency 
too horrible to contemplate. So there was some 
question of changing the date of the Ball. 

Not so. said Bill Fritzinger. The show must 
words to that effect. As Fritz has 
promoted such events since The News was a 
“gumchewers sheetlet™ (Time, ante 1930). the 
date stood. And the Madison Square Garden 


go on, or 


announced tickets would go on sale promptly at 
high noon Sunday, August 26. 


Asour 3 pm Saturday, August 25, two 


c 
“ 4 inflamed sports lovers at the Polo Grounds. And members of the Manhattan Traffic 
tt " TV. the air conditioned movies and saloons. Squad noticed an unseemly 


churches, and young love would operate as usual. assembly on Eighth Avenue 


le 


in front of the Garden. People kept popping out 
of cars with camp chairs. blankets. lunch boxes. 
and set up housekeeping on the sidewalk. 
Accustomed to visiting firemen, the MTS men 
courteously advised the misplaced picnic party 
to break it up. and leave peaceably. And learned 
that the sidewalk squatters were only waiting 
for Harvest Moon Ball tickets to go on sale! 
While the MTS considered calling the wagon. 
the crowd kept growing, The officers gave up, 
and started keeping order. By noon Sunday, a 
line of 1.700 four abreast. ran down Fiftieth 
Street and around on Ninth Avenue. 
The Garden ticket windows opened at noon, 
, with HMB ducats priced at $3.25. 2.00. 
“es 1.50) and 1.00. Limit four to each 
customer, to discourage any scalpers 
...Working at top speed in shirtsleeves. the 
box office was clean at 2:08 pm — fastest 


sellout in the Garden’s history. 


— One of the reasons for the fast sellout was 


that the garden had only 7.500 seats. The wily 
Fritzinger had sold 11.000 by mail beforehand 
..-in fact, had orders for 8,000 tickets by 


1. 


ys) 


220 East 42nd St.. New York... Tribune Tower, Chicago 


Vontgomery St., San Francisco... 1127 Wilshire 


March 30—a good five months before the event! 
(And already had on hand more than 1.000 
orders, totalling 5.000 seats for the 1952 HMB!) 

So Robinson and Turpin notwithstanding. 
the HMB was packed to the eyebeams again... 


Attendance 18.151. Gross receipts $35,955.11. 


I+ Is NO secret that The News reaches lots of 
dance fans. as Arthur Murray found out in 
1922...same year Gimbels and Lever Brothers 
learned this paper had a lot of customers, too! 

For anybody with anything worthwhile to 
sell. The News delivers the largest customer 
audience — because it has the largest audience 
to deliver...more than twice the circulation of 
any other New York newspaper daily or Sunday. 

It is a great advertising medium because it 
is one of the best read newspapers, and has had 
the confidence of its readers for thirty years. 

But we know of no other medium which can 
sell something a year before it is ready to sell! 
The News is not only sales insurance for today, 
but a selling franchise for tomorrow! ... Call 
ML 2-1234, and ask for the Advertising Dept. 


New York News ox 500 Mil, 


2? AVE. 


Estimate 


Packaging 
To Sell 


RATTLE-PROOF CASE: Because it is molded of lightweight polyethelene, 
this Johnson & Johnson first-aid kit won’t rattle in the automobile glove 
compartment. Top swings open on integrally molded hinge. Kit won’t dent, 
is unbreakable and features unusual rigidity through plastic ribbing. Engi- 
neered by Auburn Button Works, Auburn, N. Y., styled by Egmont Arens. 


PLASTIC TOOL PACKAGING: Round to conform with the gear cutter 
inside, this Tenite plastic box has a red opaque top and transparent bottom. 
Product and manufacturer identification is impressed on lid. Gear cutter 
rests securely within container, is immersed in protective coating before 
shipment. Made by The Fellows Gear Shaper Co., Springfield, Vt. 


CAMERA GIFT KIT: It'll be easy to tuck this Eastman Kodak miniature 
camera-and-equipment package under the Christmas tree. The kit contains 
everything needed to make black-and-white and color photographs, including 
Kodak Pony 828 camera, two rolls of film, flash holder, batteries, eight 
photoflash lamps and a leather field case. 


SALES STORY PACKAGE: The three selling points of Hubbard Shoe 
Company’s “Magic Loop Bumpers” are clearly shown on lithographed in- 
fants’ shoe carton. Retail salespeople carry carton to fitting stool where sales 
support may be put to work at point-of-purchase. Overwraps for package 
ure blue, pink, gray and yellow. Product by Milprint, Inc., Milwaukee. 
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Wherever they’re going 
they come tous... 


The feeling of “let’s get away from it all’* makes news of 


travel exciting reading that for reader interest challenges the 


page one headlines. 


The Herald-American treats ‘Travel as big news. It offers a 
complete travel service and a Travel Club that smoothes the 
way toany destination. Every day Herald-American readers 
call on the Herald-American Travel Club for transportation, 
hotel and resort reservations. The Travel Club offers a service 
much appreciated by readers and particularly profitable to 


Herald-American advertisers. 


Free membership in the Herald-American Travel Club is 
invited through coupon advertising such as the ad reproduced 
above. Membership cards are issued to everyone enrolling 
in the Travel Club for identification purposes. This entitles 
members to complete Travel Club services anytime, not only 
from the Herald-American but from any of the ten Hearst 
newspapers sponsoring these Travel Clubs. Requests for 
travel information are immediately relayed to travel and 


resort organizations by postal card (opposite) so that a direct 


° ee , 
contact can be made between the industry and ‘known’ 


prospects. At the same time, an acknowledgment card Chicago Herald-American Travel Club 
i : P . ‘ 326 W. Madison St., Chicago 6, Ill 
(opposite) is sent to the member requesting information. 
ate..> : * ‘ This will advise you that the member listed below has requested literature and 
[his serves as advance notice that assistance has been soli- eae 
information regarding your facilities and service. Will you please address the 
cited in making the member’s vacation and travel planning member directly. Your prompt attention to this request will be appreciated. 
much easier. Travel Club members are also supplied with 
reservations notices which they can mail to hotel and travel 
organizations. This assures advance and accurate knowledge 
of the accommodations desired by members. 
Very truly yours, 
This kind of reader service makes Sales for Travel Adver- Chicago Herald-American Travel Club 
tisers! For greater results from your advertising, plan now 
to be represented in each of the feature travel numbers 


scheduled below: Chicago Herald-American Travel Club 
326 W. Madison St., Chicago 6, Ill. 


November 11, 1951 Winter Horizons 
December 9, 1951 Annual Winter Number 


We acknowledge and thank you for your inquiry and have arranged for literature 


January 13, 1952 Mid- Winter Travel Number and complete information to be sent to you. 


7) Very truly yours, 


cLuss Chicago Herald-American Travel Club 


April 20, 1952 Western Travel Number 
May 4, 1952 Spring Travel Number 
June 8, 1952 Annual Summer Number 


ZZ Chicago Herald-4mercan 


) 


TRAVETE crtgee 


is a member of the Chicago Herald- 
American Travel Club and is entitled 
to all the services offered by the club ’ 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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The Gift Market in 50 Consumer 
Items: Some New Estimates 


BY PETER B. B. ANDREWS 


Former Industrial Economic Adviser, U. S$. Government 


Don't think of the gift market as revolving largely about 


holidays. It is—or should be—a year-around proposition. 


Gift-giving arises largely out of family life, and high mar- 


riage and birth rates are enlarging the scope of the market. 


How big is the gift market? 

Answer: Bigger than you think. 
So big, in fact, that it would be well 
for manufacturers to take a look at 
their advertising, merchandising and 
sales promotion to see whether they 
are neglecting the gift market. 

The table on this page provides 
estimates of the total percentage of 
business, on various types of products, 
which is gift business. It should be 


kept in mind that these estimates in- 
clude pre-planned purchases which 
may be made to coincide with birth- 
days, graduations, anniversaries, etc. 
For instance, a husband may be 
thinking of buying a second car, but 
the purchase is actually brought about 
because he wants to arrange delivery 
of the car to his wife on the day they 
celebrate a tenth wedding anniver- 
sary. 


% Sold 
Consumer Item as Gifts 
Mufflers and Scarfs ... 71% 
Musical] Instruments (family) 76 
Neckwear ..... 47 
Nightgowns ; 40 
Pen & Pencil Sets 46 
Perfumes .. or 77 
Pianos a, 
Radios 20 
Refrigerators . 17 
Roasters (electric) 56 
Sandwich Grills (electric) 60 
Silverware (sterling) 87 
Silverware (plate) 70 
Sports Equipment (family) 5é 
Television Sets 25 
Toasters (electric) . 58 
Toys and Games . 86 
Typewriters (portable) . 79 
Waffle Irons (electric) . 66 
Sweaters wares = 47 
Sport Shirts in 40 
Washing Machines 2\ 
Watches (women's) 77 
Watches (men's) 54 
Vacuum Cleaners . 23 
Automobiles (new) ....... 27% 


Estimated Average Percentage of Sales As Gifts 


% Sold 
Consumer Item as Gifts 
Books (for entertainment) ...... 22 
Bottle Warmers ....... 51 
Cameras (home) ..... 38 
Candy (boxed) ... 47 
Casseroles (electric) 63 
Cedar Chests ... 80 
Cigarettes ...... iI 
Cigars ...... 17 
Coffee Makers (electri c) 62 
Cosmetics .. 29 
Double Boilers (electric) 66 
Egg Cookers (electric) 70 
Electric Blankets .. 57 
Electric Shavers 53 
Flowers ...... 92 
Furniture 19 
i. ere sto 78 
Gloves .. enka 45 
Handkerchiefs 43 
Hardware : 20 
Hosiery (women's) 21 
Hosiery (men's) 17 
Jewelry ...... 52 
Liquor ... 15 
Luggage , 46 
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Perfumes, flowers, cedar chests, 
furs, sterling silverware, and wom- 
en’s watches are among the items 
which in the majority are considered 
to be a gift market in these estimates. 
At the other end of the scale, such 
items as Cigarettes, refrigerators, 
washing machines, vacuum cleaners, 
hosiery and hardware are among 
those considered predominantly non- 
gift items in these estimates. 

In any case, the gift market is im- 
portant enough in most of these items 
as to merit careful consideration in 
merchandising plans. In the past 
many analysts have thought of the 
gift market as being one totaling in 
the high millions; these estimates 
make it more logical to estimate the 
gift market in the multi-billion-dollar 
class. 


A Latent Opportunity 


Considering the great size of the 
gift market, it appears that consid- 
erably more can be done by sales pro- 
motion people to develop the latent 
urge for gift-giving in many items. 
Our tabulation on gift-sale percent- 
ages will suggest some effective ad- 
vertising copy themes and the aiming 
of other promotional activities for this 
market. 

Thus, there can be special-day pro- 
motions, salesmen’s buttons and_rib- 
bons, gift certificates, stickers, post- 
ers, displays, reminders on wrappers, 
direct-mail reminders, and similar 
persuaders to make the most of gift- 
buying. 

Some people think of the gift mar- 
ket as being merely a matter of 
Christmas, Easter, Mother’s Day, 
Father’s Day and a few other spe- 
cial days. Important as these days 
are for gifts, a study of the base 
indicates how great the underlying 
potential is throughout the year—in 
fact, every day in the year. 

The great breadth of this base 
arises from the fact that there are so 
many birthdays, weddings, showers, 
anniversaries, graduations, Armed 
Service leaves, general holidays, quar- 
rel-patchups, recognition-of-merit, and 
other occasions when gifts are con- 
sidered especially appropriate, and 
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But to the wheat farmer the 
pests more or less depicted above 
are bad business, especially this 
season. So SUCCESSFUL FARMING 
editors wanted to tell farmers 


how to handle them. 

Each species calls for a particular 
treatment. But before treatment, the 
farmer must identify the particular 
insect to be treated. Much to our 
amazement, we found that no color 
pictures of the wheat pests were 
available, not even in the archives 
o! the Department of Agriculture. 
le situation called for careful first 
hond field research. 

Dick Hanson, an associate editor, 
p rsuaded Maynard Reece, expert 
i vistrator of the lower life forms, 

and Assistant Museum 


Director of Iowa 


a. Department of 
Mm History, to come 
puaet - ~= to Kansas wheat 


\ Ghat ' 
- #X areas. There Dr. 
Kk HH. Painter,eminent entomologist, 


engaged to point out the bugs. 


\\ th his pencil and palette, Reece 
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State 


you! 


worked in the fields where the bugs 
were working. 

And a recent issue of SF presented 
the finding, 
collection of the ten most prevalent 


the first comprehensive 


wheat pests, life size and in full color 
... with comprehensive directions for 
terminating their specific careers. 

Of major importance to the wheat 
farmer in reducing losses and raising 
yields, this article is typical of the 
timely aid of SucCESSFUL FARMING 
to its business men readers in the 
country’s largest industry. 


Farming is manufacturing... 
employing ideas of the laboratory, 
test plot, agricultural experiment, 
scientists in many fields... as well as 
manpower, machinery, labor-saving 
devices, modern management... to 
grow more crops, poultry, livestock 
... yield higher profits and lower costs. 

The manutacturer’s wife keeps 
pace with constantly rising living 
standards, selects styles, patterns, and 
designs in furniture and furnishings 
... chooses tv, food freezers, ironers, 
ranges, other labor-lighteners adding 


to leisure...is a major prospect for 
all better quality merchandise. 


Best class market in the U.S....is 
the SUCCESSFUL FARMING audience... 
with more than a million circulation 
concentrated in the 15 agricultural 
Heart states...the nation’s best farms 
with the best soil, crops and 
livestock, most machinery, 


greatest investment 

in buildings, highest 
yields and income. The 
average SF subscriber’s 
~—~erTAe cc paci«u are end 
carnings easily are 50°, 
higher than the U.S. 
larm average. 

Mostly missed by general media, 
the market is deeply penetrated only 
by SUCCESSFUL FARMING...giving high 
readership, wide influence based on 
nearly a half century of service. 
With 
opportunities are enormous. Ask the 


record crops, current sales 
nearest SF office for all the facts. 
MEREDITH PUBLISHING COMPANY, 
Des Moines, New York, Chicago, 
Detroit, Atlanta, San 


Francisco, Los Angeles. 


Cleveland, 
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How one ad 
opened up 
Eastern markets 
for kitchen 
appliance 


First advertising on the Eastern Sea- 
board for an inexpensive —69¢ 

kitchen appliance was a full-page 
advertisement in The New York Times 


The advertisement had a two-fold 
objective: 


!—To obtain wide distribution in 
the East. 


2 —To sell the appliance to consum- 
ers fo women 


Before the advertisement ran, few 
stores stocked the appliance. Eight 
the advertisement 
appeared in The New York Times, 
most of the major department stores 
in the East carried it. And many of 
those same stores ran their own ads 
during that period, 
the product 


weeks after 


featuring 


Sales? The advertising agency on the 
account reported that some 300,000 
units were moved into the East before 
the ad appeared. Within a month an 
additional 150,000 were ordered by 
stores in the area--from Maine to 
the Carolinas 


‘Needless to say both our client and 
we are eminently satisfied with the 
results,’ the agency’s president 
declared. 


You can spark this same kind of sales 
jump with your advertising in The New 
York Times. Advertising in The Times 
reaches a mass audience — but one 
with above-average incomes, tastes 
and buying inclinations. This unique 
combination has made The New York 
Times first in advertising in the world’s 


first market for 32 years 


The New Pork Times 


‘All the News That’s Fit to Print 


NEW YORK, BOSTON, CHICAGO, DETROIT, 
LOS ANGELES, SAN FRANCISCO 
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these are spread throughout the year. 

There are now, for example, over 
150,000,000 birthdays each year in 
the United States. They are as cer- 
tain to recur as the sun and the rain; 
vet, a very large percentage of the 
population does nothing more about 
them than to express the wish that 
there will be “‘many more of them.” 
The main point is that everyone has 
a birthday and that these birthdays 
are spread fairly evenly, with no great 
variation from month to month dur- 
ing the year. 

Even among marriages, though 
there is a spring-seasonal bulge, it is 
not heavily disproportionate, with all 
other months being important, too. 
This fact may best be evidenced by 
taking a normal pre-Korean-war year 
like 1947 and taking the marriage 
rates on an annual basis per 1,000 
estimated mid-year population — the 
most logical approach to sound fig- 
ures, 


Marriage License Rate 
Per 1,000 Population 


(For Year 1950) 


ee OPC E PCLT Ce 12.4 
a, 12.6 
DORE. ot2e8rcninecieks 11.4 
PE Lienkssd cad do anes 13.5 
MY skeen tus wweand end 14.8 
EE Kia ccdnenvineeeees 19.3 
OT Cee 13.4 
ee eT 15.2 
PE vv cinsovesen’ 15.6 
SE ns cd d ives ue cee 13.7 
PEE a¢aneseaenesa 13.5 
PRE kvcexcwveueds 13.3 


There is a jump in June, it is true, 
but every other month through the 
vear is important, too. The mar- 
riage market has been tremendous, as 
indicated in the following figures of 
marriages in recent years: 


U. S. Total Marriages 


Year 

Sere ore Te 1,669,934 
aise: ted eck ets 1,579,798 
eee 1,811,145 
EE aerate ctnmacans 1,992,354 
1946 .......222.- 42,291,045 
ee Pe 1,612,992 
PE sical Wiictuvrdnste a Ro 1,452,394 
EE, bait tomwecacion 1,577,050 
eres 1,772,132 
, wxssuuua edn 1,695,999 
PE eee 1,595,879 


This represents a total of 19,0°0-§ 


732 marriages over these years. A 


large percentage of these marriages § 


have yet to be satisfactorily housed 
and outfitted, representing a rich gifs 
market. 

Many married couples are living 
doubled up with relatives and friends, 
They are of great marketing sign fi. 
cance, in that their needs for house- 
hold equipment have not been mucl 
more than dented. They will wan 
to complete their furniture lines; 
they will buy rugs, refrigerators 
kitchen cabinets, stoves, dishwashers 
electric irons, toasters, television sets 
vacuum cleaners, clocks, coffee mak- 
ers, air conditioning sets, oil burners, 
washing machines, automobiles, _ac- 
cessories, and the gamut of house- 
hold supplies generally. 

Not only the marriages themselves, 
but the showers and parties leading 
up to the marriages are logical “gift- 
time.” Showers outnumber wed- 
dings because there are usually sev- 
eral preliminary to the average mod- 
ern wedding, and they, like the wed- 
dings, are distributed throughout any 
normal year. 


Weddings Make Business 


Not only are family formations im- 
portant in analyzing the gift market. 
but the existing number of married 
couples and families are of signifi- 
cance, since their wedding anniver- 
saries are such appropriate times for 
gift presentations. 

The delineation of this market is 
a little difficult because of the several 
recent changes in definition by the 
Bureau of the Census. A married 
couple is now simply considered a 
husband and wife living together. 
The Census count as of April |, 
1950, was 35,320,000 married cou- 
ples, compared with 28,516,937 as of 
the April 1, 1940, Census. That is 
a gain of 6,803,063, or 23.9%, but 
the aggregate figure does not indicate 
all of the anniversary market for 
gifts, since some husbands and wives 
are widows or widowers and are not 
living as married couples. 

Thus, they are to be found in fami- 
lies, and that is the most important 
of the variety of figures around, since 
the term “families” is so extensivel) 
used: A “family” is newly re-defined 
by Census as a group of two or more 
persons related by blood, marriaze, 
or adoption and residing together ; all 
such persons are considered as me - 
bers of the same family. 

As used in the 1950 Census, «he 
term ‘‘family” is not comparable w th 
that used in the 1940 Census. ‘] he 
new definition incorporates some 'n- 
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ft. Important new 
‘d- marketing information in the new 
. 1951-1952 CONSUMER MARKETS 
dG- 
“d- Individual Commodity Sales broken down by 
" types of: retail outlets; number of stores of 
each type handling each of 13 different 
commodity lines; total sales by store types. 
City-and-vicinity maps for every city of 100,- 
000 or more population show city and retail 
)- trading areas; spot newspapers, radio and 
ot. | TV stations. 
ed Data for all cities of 5,000 and over and for 
n- smaller cities having a daily newspaper or 
radio station. 
01 
Map showing principal cities of 168 Stand- 
is | ard Metropolitan Areas, with statistics. 


Ranking data for top 300 industrial counties 
ad and all cities of 50,000 or more population 

. ranked 14 ways: By populations, and 
households. By total retail sales. By retail 
sales: per household, per capita, food stores, 
general merchandise stores, apparel stores, 
home furnishing stores, automotive stores, 
filling stations, building material and hard- 
ware stores, eating and drinking places, 


ut 

te drug stores. 

or Plus the new, easy-to-use tabular ar- 
eS rangement of county and city data 
ot arranged for easy comparison be- 
| tween one city or county and another. 
It 


WALTER E. BOTTHOF, PUBLISHER 
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‘ Consumer markets 


The comprehensive single source 
SZOS of authoritative market data 
1€ f PUBLISHED BY STANDARD RATE & DATA SERVICE. INC 


333 North Michigan Ave., Chicago 1, Illinois 
New York—Los Angeles —London 


the NEW 


consumer marke 


can help you answer questions 


like these 


On sales analysis: 
Is City “A” a better market for your product than City “B”? 
How do retail sales compare’ ? 

How do “wages paid” compare in the two cities? 
Who is doing a better job, Salesman “A” or Salesman “B”? 
What about total sales in their respective areas? 

Which territory is growing faster? 
Are their territories too big? Too small? 
Is Smith the best dealer you can get in Baltimore? 
What are total retail sales in the city ? 
How does this break down per capita ? 
How does Jones do in a comparable area? 
What types of retailers sell Product “A”? 
How big a factor are department store sales? 
How many lumber yards carry Product “A”? 


On advertising plans: 


What trade promotion is required for Product “A”? 
Which retail outlets sell the most? 
How many such stores are there? 
Should you advertise to other tvpes of dealers? 
Which areas deserve special advertising ? 
Which states? Which counties? Which cities? 
Is the Southwest a good market to develop this year? 
How are saul sales per capita‘ ? per family ? 
Are industrial wages increasing in the Southwest ? 
What area of the country is comparab le? 


What are the best test areas for various products? 


You have the new 1951-1952 CONSUMER MARKETS... 
. if you subscribe to the SRDS media books. Open your 

new copy right now. Fix in your mind the comprehensive 

array of accurate, up-to- date market data. arranged to help 

you do a scientific job of market analvsis and me dia 

selection in the shortest possible time. 


Note to Sales Executives: Don’t blame your advertising agency if they 
are reluctant to lend you their up-to-date copy of CONSUMER MARKETS, 
They'll be using it every working day—and some weekends! Of course, 
if you are a subscriber to the SRDS media books, you have a copy. If 
not, you can get one of your own for only $10.00. Or. in combination 
with “CM Analyst” (a monthly Market Analys is Service), $15.00 a year 
for both. 


Wanted 
SALES VICE PRESIDENT 


$35,000 to $50,000 


Leading manufacturer of industrial com- 
ponents has excellent opportunity for an out- 
standing Sales Manager. Must have strong 
administrative experience in directing nation- 
wide sales, preferably with a company selling 
to manufacturers. Age 38 to 48. 


This position will appeal to an aggressive and 
ambitious sales executive desiring to associate 
himself with a profitable and well managed 
firm with annual sales in excess of $25,000,- 
000. Opportunity for liberal stock participa- 
tion. Replies will be treated in strict con- 
fidence. Box 2814 Sales Management, 386 
Fourth Ave., New York 16, N. Y. 


portant changes which were made at 
the request of users for more mean 
ingful statistics on families. 

For 1950 the new definition would 
exclude about 4,000,000 household 
heads with no relatives in the house- 
hold who would have been classified 
as families under the old definition, 
but it includes a number of groups 
that would not have been classified 
as families under the old definition. 
On this basis, there were 38,788,000 
families in the United States as of 
April 1, 1950. That represents the 
scope of the family gift market. 
Within the families there are all 


ages of boys, girls, men and women’ 


and babies, calling for a wide range 
of gifts from infant rattles to walk- 
ing canes for the old folk. Youth, 
however, has the preponderant call 
because of the enormous birth rate of 
recent years (35,725,000 in the years 
1940-50). 


Need Gift Variety 


Need for gift variety, however, is 
indicated in the fact that there are 
about 16,324,000 in the age group 
under 5 years; 13,241,000 in the age 
group 5 to 9 years; 11,361,000 in the 
age group 10 to 14; 10,732,000 in 
the age group 15 to 19; 11,327,000 
in the age group 20 to 24; 12,093,- 
000 in the age group 25 to 29; 11,- 
601,000 in the age group 30 to 34; 
11,193,000 in the age group 35 to 
39; 10,058,000 in the age group 40 
to 44; 8,990,000 in the age group 
45 to 49; 8,274,000 in the age group 
50 to 54; 7,230,000 in the age group 
55 to 59; 5,950,000 in the age group 
60 to 64; 5,060,000 in the age group 
65 to 69; 3,425,000 in the age group 
70 to 74, and 3,837,000 in the age 
group 75 and over. 

There could be a lot of happy gift- 
givers and gift-receivers among all 
those people. 

How these figures were compiled: 

The group we considered best 
suited for establishing these percent- 
ages is the Board of Judges of Fu- 
ture Sales Ratings, a department of 
SALES MANAGEMENT that has met 
with a high degree of past success in 
forecasting sales for the 100 leading 
American industries. 

This group consists of well- 
informed men and women in trade 
associations, leading business maga- 
zines and papers, statistical services, 
Government agencies, leading corpo- 
rations, and men’s and women’s col- 
leges in the United States, represent- 
ing a competent jury of more than 
300 economists, editors, marketing 
and research men. 

The estimates furnished here rep- 
resent a consensus among them. 
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THE REUBEN H. DONNELLEY CORPORATION <\_ 


(DIRECT MAIL DIVISION) 
WORLD’S LARGEST DIRECT MAIL ORGANIZATION 


407 E. 25th St. 727 Venice Blvd. 
Chicago 16, Ill. Los Angeles 15, Calif. 
Victory 2-3232 4 sis 
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IT’S RESULT-PROVED! 


Result-proved in three Donnelley Cou- 
pon Round-Ups within the last 12 months 
—each one bigger than the one before! Over 
100 million Donnelley Round-Up Cou- 
pons mailed to date! 


IMPORTANT—ACT NOW! 


Plan now to get in on next spring’s big 
Donnelley Coupon Round-Up. It’s ‘first 
come, first served,’’ so we urge you to 
Result-proved in winning 100% chain choose your markets now before they are 
distribution for participants in market spoken for by your competition. 
after market. Here’s the proved way to 


e 9 - Write, wire or phone your 
crack” a new market: 


nearest Donnelley office. 


Result-proved in heavy tie-in advertising 
and displays by such leading chains as 
A&P, Kroger, National Tea, Jewel. 


Result-proved by experiences of such 
repeat-users as the makers of Old Dutch 
Cleanser... Delrich Margarine... Swans- 
down Cake Mix... My-T-Fine Desserts 
... Waxtex...Wrisley Soap... Felso 
-»»Roman Cleanser... Wesson Oil... 
Simoniz Floor Wax. 


Richmond 022 4 
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10 Ways Distributors 
Rate Your Pricing Policies 


BY LOUIS H. BRENDEL 


Merchandising Director, James Thomas Chirurg Co. 


Six of the 10 ways deal with the annoying manner in which 


manufacturers handle paper work. For example: the chain 


discount sheet instead of net prices. There is also evidence 


of a growing interest in decimal pricing and packaging. 


Just how much importance indus- 
trial distributors place on proper 
pricing is indicated by the fact that 
out of 20 suggestions recently made 
by 388 distributors, 10 of them are 
suggestions about pricing. They are: 


1. Because broken package ship- 
ments and small orders are handled 
by distributors at a loss, quantity 
differentials to compensate them for 
differences in selling and handling 
costs should be established on lines 
that have numerous broken package 
and small order shipments. 


2. Notice of price changes should 
be in the hands of distributors not 
later than their effective date. 


3. When practical, manufacturers 
should supply distributors with price 
sheets giving net cost prices and sug- 
gested resale prices figured net at the 
stated discount from the list in both 
cases. Lloyd B. Mize, president of 
Industrial Supply Corp., Richmond, 
Va., puts it this way: “This industry 
has grown entirely too complicated 
with paper work. Much could be 
done to simplify price lists, discounts, 
etc., by the elimination of chain dis- 
counts which are prevalent with 
manufacturers of many commodities. 
The National Twist Drill and Tool 
Co. recently published some net price 
schedules. Prices were per unit and 
not in dozen lots. They could not 
have done anything that would have 
been more helpful and it is very 
timely now when we are extremely 
busy.” 


4. When manufacturers issue new 
discount sheets or price sheets, they 
should enclose an acknowledgment 
form to enable them to check their 
records to determine whether all dis- 
tributors receive such notices. Of 
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course they will not all be returned 
but those that are will help in check- 
ing the records. 


5. When manufacturers issue price 
lists they should indicate with an 
arrow each price which has been 
changed, the arrow to point upward 
if the price has been increased and 
downward if it has been reduced. 


6. Simplification of discount sched- 
ules, particularly the elimination of 
chain discounts, fractions or decimals 
is highly desirable. 


7. Suggested resale schedules are 
desirable and suppliers should exer- 
cise their legal rights to promote 
their observance. 


8. Quotations should be on a de- 
livered basis to distributors’ stocks. 
If this is impossible, delivery charges 
should be prepaid and shown on in- 
voices so the total cost can be deter- 
mined from the invoice. 


9. Allowance of the customary 2% 
premium for payment on the 10th 
prox. is desirable. 


10. In establishing discount sched- 
ules, recognition should be provided 
for those who carry stock and render 
a complete distribution service as con- 
trasted with those who function only 
as agents. 

Statistically, pricing rates as high 
as all other topics combined in the 
minds of 400 distributor members of 
the Southern Industrial Distributors 
Association: and the National. Indus- 
trial Distributors Association. 

E. L. Pugh, secretary-treasurer of 
Southern Industrial Distributors, 
says: “Our Association, together with 
the National Industrial Distributors 
Association, has spent a good deal of 
time on pricing in recent years. Both 
have gone on record as favoring net 


priciag wherever possible and of both 
pricing and packaging on a deciral 
basis instead of dozens or gross or 
reams. A good deal of progress has 
been made with many manufactu er § 
in our industry. The hacksaw indus § 
try has adopted these principles. a 
well as many abrasive manufactur. § 
ers.” 

Here’s what a leading distributo; 
said in the summer of 1947: “The 
first threaded product manufacture; 
who gets out a printed net price list 
will have a big advantage and wil! be 
able to take a lot of business he does 
not now enjoy. I am sure that any 
buyer who is handed a net price list 
will quickly throw away all of his 
list prices and buy from the source 
that uses net prices, merely for the 
convenience to him in purchasing and 
checking invoices.”” A check today in- 
dicates that not a single manufac- 
turer has taken this step yet, although 
they are “thinking about it.” 


Easier to Sell, More Sold 


A_ well-known basic concept in 
salesmanship is that “the easier you 
make it for a man to sell your prod- 
uct, the more he will sell.” Here's 
the way one of the country’s most 
astute distributors (who prefers to 
remain anonymous) puts it: “The 
manufacturer who has the best policy 
and packaging, whose products are 
more saleable and more easily priced, f 
gets the larger part of the distrib- 
utors’ time and attention.” 

Industrial Distribution magazine F 
lists as point No. 3 in its 14 Points 
to Consider in Your Distribution 
Plan: “With a good product, prop- 
erly packaged, a manufacturer must 
establish his price competitively. Pric- 
ing sheets which are easily under- 
standable by everyone should be pub- 
lished. It is desirable for the distrib- 
utor’s benefit to publish a discount 
schedule along with the consumer’s 
pricing sheet.” 

A word of amplification on the 
statement ‘“‘must establish his price 
competitively” is in order: This does 
not necessarily mean that because the 
average price of a three-quarter-irich 
bronze globe valve is $3, that a new 
manufacturer cannot successfully en- 
ter the market with such a prod 
selling for $6. It does mean, hx 
ever, that if a manufacturer brings 
on the market and to distributor 
product which is considerably hig) 
in price, then he must justify 
premium price to the purchaser. 
must furnish convincing proof 
suitable promotion and _ mission 1 
demonstrations to users and train 
distributors’ salesmen, countern 
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salesman 


“h THE COST of taking your 
" product to market is usually as 
important in your profit picture 
as how many units you sell. 

A sales budget that has to be 


stretched to cover outsize selling 
- costs can’t help cutting into 
your profits. That’s why your 


skilled salesman’s time is money. 


He must use expensive time to 


the best possible advantage. 


You. can help him by clearing 


away preliminary selling chores. 


ee and hold PR 
a TRUSE ond told INTEREST 
#1, CONTACT and hold CONTACT 


T BWhen sd ertising is doing its job on steps one, two, three and six your salesman has 
e pore «me for steps four and five. This is MECHANIZED SELLING at work. 
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Prominent Users of Strathmore Letterhead Papers: No. 96 of a Series 


At one of the 
Mex-R-Co plants, 
a huge power press 
— exerting over 
2500 pounds 
pressure per 
square inch — 
molds the 
company’s 
standard-size 


firebrick. 


MEXICO, MISSOURD 


Out of Nature’s Raw Materials 


one Ol ALITY for Industry 


r . . . . os 
The city of Mexico, in the heart of Missouri. is central to some of the 


world’s finest deposits of natural fire clays. Out of these clays the 


Mexico Refractories Company makes matchless firebrick, of every 


sort, for every purpose — brick to hold boiling molten steel, to cradle 


reacting chemicals, to line the furnace of a man’s home. 


Mexico Refractories has set itself the slogan and the objective “Better 


Refractories” and has worked with the best resources of nature and 


modern science to achieve them. A hard business. in every sense; a 


man’s work— producing the power behind power, utilizing natural 


matter in an almost supernatural manner. 


Out of man’s ingenuity, we have learned to refine our natural gifts to 


a high level. In paper, as in firebrick, Americans seek quality. For its 


letterhead, the Mexico Refractories Company has chosen Strathmore 


paper — an acknowledgment of confidence from one great craftsman 


to another. 


Your pride in your business is reflected in your letterhead. With 


Strathmore, you cannot go wrong —in taste, in quality or in the im- 


pression you create. 


Strathmore Letterhead Papers: Strathmore Parchment. Strathmore Script, Thistlemark 
Bond. Alexandra Brilliant, Bay Path Bond, Strathmore Writing. Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE se 


OF FINE 
Strathmore Paper Company, West Springfield, Massachusetts 


PAPERS 
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and telephone salesmen to do like- 
wise. 

A national check of industrial dis- 
tributors showed that it costs $2.82 
to handle a single line of billing. 
When each item on every bill in- 
volves a cost of almost $3 it behooves 
a manufacturer to do everything he 
can to simplify the pricing and pack- 
aging, to help reduce this cost. 

Since we are interested in how 
manufacturers can improve _ their 
pricing for distributors, let’s find out 
what suggestions we may get from 
the distributors themselves. First let’s 
examine the 10 opinions of distrib- 
utors mentioned in the first para- 
graph. Distributors also have strong 
feelings on these points: 


Price maintenance: Many manu- 
facturers do what they can to get 
their distributors to maintain their 
suggested prices. A large number in- 
clude positive statements in this con- 
nection in their written policies. For 
example, here’s how this element is 
written into the Columbian Vise & 
Manufacturing Company’s printed 
policy: “Resale: We believe in fair 
resale prices. Our distributors are 
urged to respect our suggested prices 
and every lawful method is used 
to protect this policy.”’ If you want 
price maintenance, be straightforward 
about it. 


‘ 


Price sheets: The American Sup 
ply & Machinery Manufacturers 
Association makes the following rec- 
ommendations regarding price sheets 
for distributor salesmen and counter 
catalogs: 


J 


1. Page size should be the same a 
catalog page (814”%x 11”). Margin, 
punching and type page should als 
conform to catalog pages. 


2. If pages are to be printed o 
both sides and no half tones are 1 
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READERSHIP AND ADVERTISING 
3RIEFS ABOUT AVIATION’S 
TOP MAGAZINE . . . 


VIATION 


/\ WEEK 


\eronautical 


tive Circulation in the industry. 


In plant after plant—throughout 
the country, thousands of question- 
naires have been channeled through 
engineering and management depart- 


ments—others over customer lists. 


\ll have decisively established one 
clear-cut fact . . . for Effective Circu- 


manufacturers con- 
tinue to conduct Reader Preference 
studies in order to determine Effec- 


lation (Readership) there is only one 
publication overwhelmingly preferred 

AVIATION WEEK. Twenty 
studies conducted by these major 
manufacturers, research centers and 
advertising agencies added up to a 
total of ... AVIATION WEEK 1,815 


first choice votes; 2nd publication 


313: 3rd, 119; 4th, 99; Sth, 71. 


Such a record of reader preference 
and clear-cut Circulation Effective- 


ness has naturally attracted a similar 
preference for the advertising pages 
of AVIATION WEEK as indicated 


by the chart below. 


1841.94 


1951 (9 Months) 


Advertising 

Record 

: 550.93 

3 532.74 508.37 
A\ction Aviation Aero American 

7 Week Age Digest Aviation 


McG'AW-HILL PUBLISHING CO., 


Member ABC and ABP 


Offices in Atlanta, Boston, Chicago, Cleve- 
land. Dallas, Detroit, London, Los Angeles, 


rgh, Philadelphia, San Francisco, 


Pitts 


and Louis. 


INC. 
330 est 42 Street, New York 18, N. Y. 


cluded, use a No. 4 grade sulphite 
20-lb. bond paper. When printing is 
to be only on one side, use 16-Ib. 
bond paper. 


3. Three separate price sheets 
should be provided, each one a dis- 
tinctive color and_ conspicuously 


marked: a white sheet carrying con- 
sumer list or net prices labeled ‘‘Con- 
sumer Price Sheet’; a yellow sheet 
for dealers, service shops, contractors, 
and others who buy from industrial 
distributors and sell to consumers; a 
blue sheet which carries the distrib- 
utors’ net cost, for confidential use. 
All resale schedules should specifically 
state in their titles that they are “Sug- 
gested Resale Price Schedules.”’ 


4. Each price sheet should carry 
the date, page and form number and 
manufacturer’s name. It is preferred 
that new sheets be issued on price 
changes instead of expecting everyone 
to make changes in his own price 
sheet. 


Decimal pricing: Many industrial 
distributors feel that list and chain 
discounts is the greatest time-waster 
in their business. There is consider- 
able agitation on the part of many 
progressive distributors and manufac- 
turers for decimal packaging and 
pricing. With this system dozens and 
gross are replaced by tens and hun- 
dreds. Such a procedure would save 
invaluable time in the present mo- 
bilization crisis when manpower is 
lacking. For all an order clerk has 
to do to get a unit price, is to move 
a decimal point. L. E. Stivers of the 
Vulcan Copper & Supply Co., Cin- 
cinnati, says: ““‘We feel the biggest 
contribution manufacturers could 
make would be for everyone to use 
the decimal system of pricing and 
packaging instead of the current prac- 
tice of setting prices by dozens and 
gross. It simplifies stocking, inven- 
tory records and makes a large differ- 
ence in the pricing system.” 

Few manufacturers have taken 
this step to simplify pricing even 
though three and a half years ago 
The Connecticut Mill Supply Club 
passed this resolution: “We are in 
favor of the decimal system of pack- 
aging, by means of which-all arbi- 
trary units, having no affinity with 
our monetary system, be eliminated. 
We include such units as dozen, 
gross, quires, reams, rods, yards, 
stones, pairs, dozen pairs etc. That 
we favor also net pricing schedules 
by means of which our calculating 
and comptometer traffic may be re- 
duced to a minimum and that, in 
cases where a list and discount price 
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structure are considered desirable, 
we be furnished with the necessary 
calculated net prices so that we may 
handle our trafic and talk in terms 
of figures representing net costs and 
net selling prices rather than prob- 
lems in arithmetic.” 


What About Time? 


During inventory one distributor 
compared, with a stop watch, the 
time required to calculate the value 
of tools when priced by the dozen 
and when priced in units of ten. He 
found that it took three times as long 
to come up with the answers when 
dozens are used. This threefold waste 
of time actually increases distribution 
costs. 


Carton quantity pricing: A prom- 
inent Connecticut manufacturer plans 
to help correct his distributor’s and 
his own small order problem by 
charging about 10% higher prices 
when distributors order less than 
carton quantities. It is heaped that 
this inducement will encourage them 
to order full cartons which will re- 
quire less handling and paper work 
than when partial cartons are or- 
dered and shipped. Unfortunately, 
this company cannot put this idea 
into effect now because of price ceil- 
ing regulations. 


Considerations in setting prices: 
Here are some of the factors a manu- 
facturer should weigh in establishing 
prices and discounts for industrial 
distributors: Both the quality of the 
product and the prices of competitive 
lines should be considered in setting 
industrial user prices. If the product 
is new and has no direct competition, 
then the price should be higher to 
allow a larger discount to the dis- 
tributor since his sales expense and 
possibly the time required to educate 
users will be high. When a manufac- 
turer is confronted with the problem 
of pricing for distributors, he will 
do well to talk to business paper ed- 
itors, distributor organizations and to 
some representative distributors be- 
fore completing the task. 
(Other recent articles on manufacturer- 
distributor relations by Mr. Brendel were 
published in the following issues of SM: 
August 15, "14 Practical Ways to Help Your 
Distributors—Now;" September |, “When 
You're Tempted to Cut Out Distributors;" 
September 15, “Where to Find and How to 
Choose Your Industrial Distributors; Octo- 
ber 1, "What Distributors Want to Know 
Before They'll Take on Your Line." Another 
article will appear in an early issue.—The 
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Congress Mulls Stiffening 
Of Pure-Food Laws 


(Continued from page 30) 


especially softeners. These had been 
introduced as bakeries noticed wom- 
en’s favorite way of choosing bread: 
pinching it to see if it was soft. 
Quickly, by courtesy of Atlas Chem- 
ical, all bread was soft, so that stale- 
ness was less an inventory problem 
either in the store or at home. Every- 
body was happy for a while. Then 
came insinuation, rumor, direct alle- 
gation that the emulsifiers might be 
toxic and also that they were substi- 
tutes for shortening; that is, the cus- 


tomary butter or lard in which 
there’s a farming interest. 
That bread with emulsifier con- 


tains less shortening appears to be 
false. FDA’s actual job was to ap- 
praise the experiments on them to see 
whether they were poison. There 
were, above all, these LD-50 tests. 
Swift had tried them only on the 
Atlas and not on its own products, 
is Atlas pointed out. The issues, in 
the end were submitted to the Na- 
tional Research Council, which re- 
cently issued a “ Not-to-Be-Published”’ 
document that safety had not been 
‘onclusively established for either 


kind of emulsifier. The effect was 
like what would happen on the stock 
market on a rumor that an account- 
ing firm had refused to certify some- 
body’s financial statement. Subse- 
quently, the Council published an 
interpretation: It hadn’t intended to 
suggest emulsifiers would hurt any- 
body. So, like many things in life, 
their safety stands in a limbo between 
conclusive affirmation and significant 
uncertainty. 

News of the hearings bore on other 
developments. There was talk about 
softeners, and a new company put 
out a bread without them, which 
many people preferred. Now, the ab- 
sence of an ingredient which had 
been invented exclusively as a sales 
point draws new customers paying 
premium prices. 

One of the most vivid and most 
publicized events at the congressional 
hearings involved soft drinks. If you 
ask your dentist to save extracted 
teeth for you, which you then im- 
merse in a cola drink, you get a cola- 
tooth solution. You could build your 
discription of this fact into a ‘‘Con- 
tribution to Science” by measuring 
and putting down such things as the 
exact rate of dissolution. That was 
done and no answer was put into the 


' CUT SHIPPING COSTS 


USE AIRFREIGHT! 


General commodity rates 
100 pounds, New York to Los Angeles= 
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® Daily DC-6A Airfreighter Service coast to coast...9 hrs. flying time 
® Special low commodity rates for many products 
®@ Regularly scheduled service to principal U. S. cities 


SHIP THE SLICK WAY...AND SAVE! Call the nearest Slick office 
for Airfreight information and pickup and delivery service. 
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3000 N. CLYBOURN ... BURBANK, CALIFORNIA 
(A Scheduled Certificated Airireight Carrier—C.A.A. Approved Aircraft Supply & Service Division} 


record. 

Such answers, there are in plenty. 
First, corresponding tests show that 
cola drinks are less efficient solvents 
than various fruit juices, than vine- 
gar and other stand-bys. Then, there's 
the difference between an extracte| 
and a live tooth: One that’s alive has 
less surface and a protective film 
forms over it continually and saliva 
washes it, etc. Finally, even disre- 
garding these differences, the experi- 
menter neglected to find or calculate 
the rate at which a tooth would dis- 
solve if dipped in cola once, twice or 
three times a day, punctuated by dip- 
pings in other solutions, including 
water — which is what happens to 
people’s teeth. This might give the 
danger of erosion a little more or 
less immediacy than that of the cool- 
ing down of the earth. 

In the background of these -hear- 
ings was the continued slow growth 
of the Nature-Food cults, whose ad- 
herents subscribe to the romantic 
tenet that only “‘natural’’ foods are 
good and that what has been tinkered 
with, particularly in a laboratory, is 
bad. Even fertilizers must be natural, 
organic. 


Are Reformers “Faddists?" 


Cultists do not claim that whatever 
grows naturally is food, neither eat- 
ing nor persuading others to eat 
poison ivy and various other vegeta- 
tion. What they do eat and praise 
may, evidently, be processed—cooked, 
milled, ete.—but the processing 
should be a rough, not a- delicate, 
operation. These are the genuine food 
faddists. Their existence had two 
effects: The faddists used testimony 
at the hearings to reafirm their be- 
liefs and to promote their products. 
Some industrialists tried to identify 
the congressional investigators with 
the cults—a typical by-play at all 
investigations. 

Cultists and poor publicity not- 
withstanding, the hearings did not 
cause a sudden catastrophic drop in 
the sale of foods with chemical addi- 
tions; for that to happen, people 
would have to stop eating. Some bak- 
eries decided against emulsifiers, 
which have become harder to sel. 

Though food is grown as usua’, 
and processed and eaten, manufac- 
turers are aware of a continuing 
problem. They expect the fear of 
chemistry to increase with depenc- 
ence on it—a fear, which several 
testified is rational and valid. The’ 
must overcome both the reason for 
the fear and the fear itself, should 
become important. 

On this matter of publicity, mos* 
are tor the present doing nothing. 
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Coming... 
SALES MANAGEMENT'S November 10th 
“City Rankings 
By Population Groups’ 


eh i 6 ec 


VRcisoba inet leet 


Tn response to widespread demand, SALES MANAGEMENT?’S 
i forthcoming November 10th issue will bring up to date and expand 
our ‘City Rankings by Population Groups” feature which was 
) so popular when it first appeared three years ago. 


This analysis will include national rankings, within their population 
groups, of all cities with 1950 retail sales of $20 million or more, 
, plus rankings within their states (not by population group) of all 
cities included in SALES MANAGEMENT?’S 1951 “Survey of 
7 , ~ Buying Power.” Both state and national rankings will be given for 
the following categories: 


~ Population Drug Sales 


‘Total Retail Sales Automotive Sales 


Food Sales Total Effective Buying Income 
General Merchandise Sales Income Per Family 


bi Furn.-House.-Radio Sales Income Per Capita 


Cities will be ranked nationally within each of the following popula- 
tion groups: 


) (a) One million or more 
| (b) 500,000-999,999 
(c) 250,000-499,999 
(d) 100,000-249,999 
(e) 50,000-99,999 
(f) 25,000-49,000 
(g) Under 25,000 


Cities will be credited with “Points of Superiority” whenever their 
national ranking in any category of sales or income equals or exceeds 
3 their population ranking. A special table will list “Superior” cities 
’ who register six or more “Points of Superiority.” 


In its new up-to-date and expanded form, this study will prove even 

-_ more helpful than its predecessor in fall and winter planning for 

ro 1952 sales and advertising campaigns. National advertisers and their 

_ agencies will be able to determine which cities promise a greater 

_ return than average on each dollar invested and will be able to 

quickly recognize cities with outstanding potential for particular 
‘ products. 
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Congress Mulls Stiffening 
Of Pure-Food Laws 


(Continued from page 30) 


especially softeners. These had been 
introduced as bakeries noticed wom- 
en’s favorite way of choosing bread: 
pinching it to see if it was soft. 
Quickly, by courtesy of Atlas Chem- 
ical, all bread was soft, so that stale- 
ness was less an inventory problem 
either in the store or at home. Every- 
body was happy for a while. Then 
came insinuation, rumor, direct alle- 
gation that the emulsifiers might be 
toxic and also that they were substi- 
tutes for shortening; that is, the cus- 


tomary butter or lard in which 
there’s a farming interest. 
That bread with emulsifier con- 


tains less shortening appears to be 
false. FDA’s actual job was to ap- 
praise the experiments on them to see 
whether they were poison. There 
were, above all, these LID-50 tests. 
Swift had tried them only on the 
Atlas and not on its own products, 
is Atlas pointed out. The issues, in 
the end were submitted to the Na- 
tional Research Council, which re- 
cently issued a “ Not-to-Be-Published”’ 
document that safety had not been 
‘conclusively established for either 


kind of emulsifier. The effect was 
like what would happen on the stock 
market on a rumor that an account- 
ing firm had refused to certify some- 
body’s financial statement. Subse- 
quently, the Council published an 
interpretation: It hadn’t intended to 
suggest emulsifiers would hurt any- 
body. So, like many things in life, 
their safety stands in a limbo between 
conclusive affirmation and significant 
uncertainty. 

News of the hearings bore on other 
developments. There was talk about 
softeners, and a new company put 
out a bread without them, which 
many people preferred. Now, the ab- 
sence of an ingredient which had 
been invented exclusively as a sales 
point draws new customers paying 
premium prices. 

One of the most vivid and most 
publicized events at the congressional 
hearings involved soft drinks. If you 
ask your dentist to save extracted 
teeth for you, which you then im- 
merse in a cola drink, you get a cola- 
tooth solution. You could build your 
discription of this fact into a ‘“Con- 
tribution to Science’ by measuring 
and putting down such things as the 
exact rate of dissolution. That was 
done and no answer was put into the 
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record. 

Such answers, there are in plenty. 
First, corresponding tests show that 
cola drinks are less efficient solvents 
than various fruit juices, than vine- 
gar and other stand-bys. Then, there’ s 
the difference between an extracted 
and a live tooth: One that’s alive has 
less surface and a protective film 
forms over it continually and saliva 
washes it, etc. Finally, even disre- 
garding these differences, the experi- 
menter neglected to find or calculate 
the rate at which a tooth would dis- 
solve if dipped in cola once, twice or 
three times a day, punctuated by dip- 
pings in other solutions, including 
water — which is what happens to 
people’s teeth. This might give the 
danger of erosion a little more or 
less immediacy than that of the cool- 
ing down of the earth. 

In the background of these hear- 
ings was the continued slow growth 
of the Nature-Food cults, whose ad- 
herents subscribe to the romantic 
tenet that only “‘natural’’. foods are 
good and that what has been tinkered 
with, particularly in a laboratory, is 
bad. Even fertilizers must be natural, 
organic. 


Are Reformers “Faddists?” 


Cultists do not claim that whatever 
grows naturally is food, neither eat- 
ing nor persuading others to eat 
poison ivy and various other vegeta- 
tion. What they do eat and praise 
may, evidently, be processed—cooked, 
milled, ete.— but the processing 
should be a rough, not a- delicate, 
operation. These are the genuine food 
faddists. Their existence had two 
effects: The faddists used testimony 
at the hearings to reaffirm their be- 
liefs and to promote their products. 
Some industrialists tried to identify 
the congressional investigators with 
the cults—a typical by-play at. all 
investigations. 

Cultists and poor publicity not- 
withstanding, the hearings did not 
cause a sudden catastrophic drop in 
the sale of foods with chemical addi- 
tions; for that to happen, people 
would have to stop eating. Some bak- 
eries decided against emulsifiers, 
which have become harder to sel’. 

Though food is grown as usua’, 
and, processed and eaten, manufac- 
turers are aware of a continuinz 
problem. They expect the fear cf 
chemistry to increase with depenc- 
ence on it—a fear, which several 
testified is rational and valid. The,’ 
must overcome both the reason fcr 
the fear and the fear itself, should 
become important. 

On this matter of publicity, mos* 
are for the present doing nothing. 


yh 
a 
7 
is 


SALES MANAGEMEN! 


C 


| Coming... 
: SALES MANAGEMENT'S November 10th 
“City Rankings 
By Population Groups’ 


Tn response to widespread demand, SALES MANAGEMENT'S 
forthcoming November 10th issue will bring up to date and expand 
our “City Rankings by Population Groups” feature which was 
so popular when it first appeared three years ago. 


This analysis will include national rankings, within their population 
groups, of all cities with 1950 retail sales of $20 million or more, 
plus rankings within their states (not by population group) of all 
cities included in SALES MANAGEMENT?’S 1951 “Survey of 
Buying Power.” Both state and national rankings will be given for 
the following categories: 


~ Population Drug Sales 


‘Total Retail Sales Automotive Sales 
Food Sales Total Effective Buying Income 
General Merchandise Sales Income Per Family 
Furn.-House.-Radio Sales Income Per Capita 


Cities will be ranked nationally within each of the following popula- 
tion groups: 
(a) One million or more 
(b) 500,000-999,999 
(c) 250,000-499,999 
(d) 100,000-249,999 
(e) 50,000-99,999 
(f) 25,000-49,000 
(g) Under 25,000 


Cities will be credited with “Points of Superiority” whenever their 
national ranking in any category of sales or income equals or exceeds 
their population ranking. A special table will list “Superior” cities 
who register six or more “Points of Superiority.” 


In its new up-to-date and expanded form, this study will prove even 
more helpful than its predecessor in fall and winter planning for 
1952 sales and advertising campaigns. National advertisers and their 
agencies will be able to determine which cities promise a greater 
return than average on each dollar invested and will be able to 
quickly recognize cities with outstanding potential for particular 
products. 
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Ice cream men, for example, point 
out that, aside from flavorings, their 
main added ingredient keeps the ice 
cream from soaking a cone and turn- 
ing it to mush. An_ ice-cream-cake 
combination, now getting more popu- 
lar, depends on this additive and no- 
body complains. Why, an ice cream 
man asks, should we put the idea in 
people’s heads ? 

Beverage makers had to do some- 
thing; the attack on them had been 
too direct to ignore. Through their 
trade association, they advertise in 
the dental and medical journals. 
hey circulate papers designed to 
show the insignificance of the ex- 
tracted-tooth experiment. Dentists 
are invited to read through the re- 
search on the subject. There’s no 
necessity for talking direct to the cus- 
tomers, most of whom never heard 
of the congressional hearings. They 
wonder, naturally, whether the ex- 
periment had been prompted by 
spontaneous curiosity or guided by 
somebody’s interest. 

Meanwhile, there’s the prospect— 
sometime—of legislation. This is not 
strongly opposed, neither is it enthusi- 
astically endorsed. Some processors 
see an advantage: If the Government 
has decided that a new chemical is 


Coming in the 


November 1 Issue 


... "A Blueprint of the Modern 
Sales Manager's Job," by Burton 
Bigelow. Complete with a detailed 
chart, this article delineates all 
of the functions that fall within 
the professional realm of today's 
It is de- 


signed +o serve many purposes, 


efficient sales manager. 


not the least of which is to pro- 
vide a set of criteria by which any 
sales executive can judge how well 
he is measuring up to his real or 


potential responsibilities. 


safe, they have a clear-cut answer to 
a frightened customer. Moreover, 
they surmise, regulation wouldn’t 
change actual practice very much. 


Companies now go to FDA before 
they try something new. 

But there are disadvantages. 
There’s no limit to the amount cf 
proof an agency might demand _be- 
fore it certified a chemical against 
all illsS—known or unknown to med:- 
cal science. After each experiment 
that vouchsafes the product, you can 
draw forth an additional doubt de- 
manding an additional test. This ob- 
jection boils down to fear that the 
regulator will go insane, which can 
happen. 

At present, dealings between com- 
panies and FDA and companies rela- 
tive to new chemicals are secret. 
Hearings would be open. Companies 
would test each other’s products and 
select bad results to publish. As the 
Government sifted significant fact 
from propaganda, a reputation might 
be ruined. An alternative — getting 
private laboratories to certify new 
additives—isn’t promising; somebody 
would have to certify the laboratories. 
It’s easier to appraise experiments 
than to select experimenters. 

The processors can easily weather 
the present suspense. It’s the discover- 
ers of chemicals whose burden is 
greatest, and doomed to grow with 
success. 
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NO GUESSWORK ABOUT 
DISTRIBUTION 


A big factor in accurate, decisive tests is controlled distri- 
bution. In “Test Town, U.S.A.” control is perfect! Just five 
wholesalers cover the entire food field. One wholesaler 
and five chains cover the drug field. Distribution is easy, 
and economical. One newspaper, The South Bend Tribune, 
saturates this great market of %4-million people. Write for 
free, new market data book entitled “Test Town, U.S.A.” 


HERE! 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 
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‘Sood Housekeeping" Advertisers 


to Earn Discounts for Continuity 


People buy and consume and live 

ind read magazines—12 months a 

ir. But Good Housekeeping has 

ind, that the great majority of ad- 
rtisers appeal to their prospects in 
ich year only a half-dozen times— 
less. 

Specifically, GH notes that the 
verage number of insertions of ad- 
ertisers annually in GH, Ladies’ 
llome Journal, McCall's and Wom- 
in's Home Companion is 4.6, or a 
jit more than one in every three 
months. In A merican Home and 
Better Homes & Gardens it is 4.3 
times. In such 52-times-a-year books 
as Life and The Saturday Evening 
Post, it is only 7.2 times—or less 
than once in every seven issues. 

But while in the last five years the 
monthly share of the year’s total 
circulation of seven of these maga- 
zines has varied only slightly—from 
8.1% in June and 8.2% in May and 
July to 8.5% in November and De- 
cember — the month’s proportion of 
total advertising pages of these maga- 
zines has been more than 10% in 
May, October and November, as 
against only 5.5% in January, a 
shade over 6% in July and in August, 
and 7.4% in February. 

In connection with a current ad- 
vertising rate increase, Good House. 
keeping has announced “a discount 
new to the magazine field:” This dis- 
ount, of 744%, will apply only to 
January, February, July and August 
Issues, 


Stimulate Continuity 


In addition to helping to fill iu. 
these two seasonal valleys, says John 
R. Buckley, vice-president and _ busi- 
ness manager, GH hopes it will stim- 
ilate month-in-and-month-out con- 
nuity of advertising. 

Whereas the 115 more continuous 

consistent advertisers, using eight 

more insertions annually in GH, 
verage 13.32 insertions annually, it 
vas shown, 880 other advertisers us- 
ig less than eight insertions average 
rily 2.94 each. 

The four “non-continuity months” 

‘ovided 33.2% of the seven maga- 

nes’ annual circulation, but only 

1.2% of their advertising volume. 

et these four months in the last 

ree years have accounted for 30.8% 
t U.S. total annual retail sales. 


Food stores, for example, did 
2.4% of their annual volume in 
ese four months; drug_ stores, 


2.1% ; motor vehicle dealers, 32.6%. 
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Among other retailers that sold 30% 
or more of their year’s total in these 
months were chain stores, mail order 
houses and building material dealers. 
Some below the 30% share—but still 
above the amount of advertising in 
magazines for this period—were dry 
goods and general merchandise stores, 


27.1%, and women’s apparel and 
jewelry stores, both 25.5%. 

The new “continuity” discount 
will go into effect next January. 
Although the full effect of it will 
not be known for some time, Buckley 
reports a warm reception to it—not 
only from advertising and agency 
men but from company executives 
who must keep sales flowing steadily, 
12 months a year. Its success would 
tend to help other media, and the 
advertisers who use them. 


ae ee 


OA. Ba. 8 a neared ee em 1 et ne ene 


SALES THROUGH 
THE AIR WITH 


THE GREATEST OF EASE! 


Air Mail and SoundScriber 
Make A Great Selling Team 


SOUNDSCRIBER can give your salesman as much 
as an hour and a half a day more selling time . . . time 
once wasted in unproductive paper work! 


SoUNDSCRIBER is world’s 
lightest, most portable 
dictating instrument. 
Weighs only 15 lbs! 


On the train, in your car, 
your hotel-SoUNDSCRIBER 
is always ready for your 
reports and letters. 


/JSUND/ERIBER 


First All Electronic Dictating System e First Disc Dictating Equipment 
230 Sales and Service Centers Coast to Coast 


New Haven, Conn. 


With SouNDSCRIBER, salesmen dictate 

reports, slip one or more little green discs into an 
air mail envelope for home office transcription 

— and they’re through! Simple, easy as lifting a 
telephone! Economical, too. Many as 9 discs 

—a full 2% hours dictation—mail in ordinary 
envelope. No stiffeners or expanders needed! 


Get the facts that can mean more selling time, 
incentive and support for your salesmen. 
Mail coupon today! Write Dept. SM-10, 


The SoundScriber Corporation, 


SOUNDSCRIBER CORP., 
New Haven 4, Conn. 
Please send me “Tycoon” Brochure 
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RETAIL TIE-INS 


*AND—WE REPORT THE 
RESULTS BACK TO YOU! 


Want to bolster your distribution, or introduce a 
new product? Give us an assignment and we'll 
not only put your product on the dealers shelves 


— we'll move it right into customers homes! 
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SEPARATE 
SECONDARIES 


Here ore 3 markets 
that ore influenced 
by the HOME 
TOWN poper. Cir 
culation from with 
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effect 
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The Bartlesville 
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all 


Owned & Operated by 
SOUTHWESTERN PUBLISHING CO. 
Don W. Reynolds, President 
Represented Nationally by — 
ARKANSAS DAILIES 
SOUTHWEST DAILIES 


Detour—This Is a Commercial! 


In case you haven’t guessed, an editor’s favorite catnip is fan mail. 
We've had just enough of it about some of the pieces that have 
appeared in this department to push us over the brink: We are about 
to publish a pocket-size manual embodying the 13 most popular 
Shop Talk columns which have dealt with one phase or another of 
the technique of salesmanship. The title-to-be: “Shop Talk about 
Selling.” 


We're having some difficulty determining the size of the press run. 
It occurred to me that if I’d tell you what was cooking, some of you 
who have previously expressed interest in such a reprint might be 
induced to send along a note about the number of copies you might 
like to have for your salesmen. Trouble is I don’t know the price. 
Maybe $1.25 a single copy, maybe $1. And less, of course, in quanti- 
ties. There'll be some cheerful drawings by Kelly Oechsli to liven 
things up and an introduction by my good friend Burton 
Bigelow. I'll give you the full lineup of contents next issue. Mean- 
while, if you think you might be interested provided the price is 
reasonable, drop me a note, won’t you? 


Senior Curriculum 


“T read your piece in the September 1 issue on Self-Training for 
Salesmen,” the letter read. “It’s fine . as far as it goes. But 
how about some ideas for an advanced course of personal study? 
I’ve got my eye on a branch managership.” 


Righto! Let’s see if we can deliver a column to the customer s 
specifications. 


The most practical suggestion | can make to a salesman who wants to 
earn a managerial promotion is this: If you're sincere about an executive 
job, then you must first demonstrate your executive ability by proving 
that you can manage yourself and your own territory. 


If you have not yet developed some analytical ability, that is your 
main—and your hardest—task, because any advanced course of self- 
training calls for a tremendous amount of analysis. It’s the key to 
this 10-point program: 


1. Analyze your accounts by potential and match up what you find 
against your actual time investment with the accounts in the past year. 
You will probably find that you've spent 75% of your time on 20% of 
your potential. This is bad territory management. Work out a plan to 
correct it. 


2. Now work out the geography that goes with the time. Get a 


big map of your territory, trace your various trips with colored 
pencils. Analyze what you find. Are you cross-tracking, back-track- 
ing, wasting precious hours on the road that should be spent in the 
presence of buyers? If you are, work out a re-routing plan 

and don’t forget those accounts near the edges of your territory that 
you may have neglected. 


3. Analyze your lost orders to find out why you lost them. You must 
lift the ratio of sales to calls. 
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4. Analyze the mortality of your accounts in the last two years; 
ist your new accounts. Are you opening enough new accounts not 


only to replace all those you lost and have a net gain besides? You 


-an’t afford to “run in the red.” 


5. Look at your list of Grade-A customers. Even with your best efforts 
to cover them with personal calls, is it still "too long between drinks?" 
What are you doing systematically to get some mail coverage on these 
accounts between calls? There's always an opportunity for a friendly 
letter, a promotional piece with a short personal note, a clip from the 
business or general press that might be helpful to your buyer. 


6. Take a course in public speaking. Speech training is one of the 
significant developments in sales training. Salesmen who have had 
a course of this kind have enjoyed such big dividends from it that 
many have taken a second or a third course. Speech training helps 
you to develop poise and assurance. It points up the need for good 
vocabulary. It trains you to organize your ideas and present them 
with conviction. 


7. Analyze your opportunities for enlarging your activities with your 
accounts on a service basis. Train yourself to think in terms of your 
customers’ wants and needs and current problems. The star salesmen of 
today are invariably described by their clients as men expressing helpful 
attitudes, men who bring ideas, men who concern themselves with the 
customer's point of view. When you get to the place where your cus- 
tomers come to you for advice in the fields that are your specialties, you 
won't have to worry about getting business. Business will come to you. 


8. Keep on with your reading, especially in the realm of your own 
industrial field and in human relations. If you have a headful of 
information on the background and development of your industry, 
and some of the personalities who were and are influential in it, 
vou will have the opportunity for occasional conversational ref- 
erences that will make you more interesting as an individual, will 
stamp you as a man who knows his field. People like to deal with 
other people who work out of deep knowledge of the subject that 
brings them together. It makes them trust your judgment. 


9. Study the policy decisions being made in the company among the 
men who outrank you. If you go up the ladder to a managership, these 
are the decisions you will be called upon to make. Study, too, their hits 
and misses on the way they handle men. Until you actually are placed 
in an executive job, you will never realize how large a proportion of your 
responsibility will revolve around "people problems." 


10. Make a point of looking for better ways of doing things in 
any department of company operation and pass them along regularly 
to the management men. Don’t be discouraged if all of them are 
not accepted and acted upon. This is a demonstration of initiative; 
it is almost sure to bring your name up when promotions are under 
consideration. 


Again, I know this sounds like a large order. But today’s sales 
executive jobs require great capacity. When you look at the most 
successful men in the sales field, you cannot fail to be impressed 
with their ability—and much of it is developed ability—to do con- 
structive thinking on many different kinds of problems at the same 
time. They must not only think constructively about many different 
kinds of organization activities, but they must make those activities 
mesh into an efficient total operation. 


If you have both innate ability and the moral fiber to take the 
responsibility for self-training that will qualify you for a managerial job, 
you won't need to worry about the job itself. There are never enough 
high caliber sales brains to meet the needs of our economy. 


A. R. HAHN 
Managing Editor 
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Because WESTERN N. Y. 
IS SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that it’s a well 


balanced newspaper, making it 
an equal favorite with both men 
and women. 

Complete Local, National and World 
News. 

Women’s News...with daily feature 
page of food, fashion, household hints 
and many other subjects. 

Financial, Business and Labor News. 
Outstanding Features including lead- 
ing men and women writers of local 
prominence. 

Latest Sports with Buffalo’s first com- 
plete report of nearly all events. 
Choice Comics... the pick of the syndi- 
cates. 


THE PROOF is found in the 


fact that the largest newspaper 
circulation in the state, outside 
of New York City, is the Sun- 
day Courier-Express*...Leadin 

merchants selling men, as wel 

as those catering to women, find 
the morning Comieedingnen 
the most economical and pro- 
ductive way to reach those fam- 
ilies with the most money to 


spend. 


*290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays . . . black 


plus one color, Sundays. 
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Cunningham's Catches 


Your Customers 

(Continued from page 39) 
the tide. Our customers are entitled 
to get what they want, and we want 
to give it to them. If they want, say, 
Pepsodent toothpaste, they get Pepso- 
dent. We never substitute.”’ 

But Nate Shapero might add, Cun- 
ingham’s does amplify. Always cus- 
tomers are asked to buy other things 
related to their request. What’s the 
good of toothpaste without a good 
brush for it? 

Another thing he did early was to 
drop the drug from everything but 
the corporate title. “he stores would 
meet a wide range of neighborhood 
needs. The slogan became, ‘Don’t 
say drug stores—say Cunningham’s.” 

Back at Store No. 1 Shapero and 
a gradually growing staff held meet- 
ings every night into the small hours, 
discussing the day’s mistakes but 
mostly the morrow’s opportunities. 
By seven A.M. the young manager 
was back at work again. 


Unit Expansion Begins 


They had, as he says, to “learn 
to crawl before we could walk.” But 
they were learning fast. Within six 
months No. 1 was out of the red. 
Before the first year was out it was 
employing 25 people. Within 14 
months, by January, 1920, came 
Store No. 2. 

They kept away from downtown 
Detroit, its large masses of people, 
and its high rents, and set out to 
help build their own markets and 
create their own trafic. Often, as the 
chain expanded, Economical would 
enter neighborhoods as the nucleus of 
a new shopping center. The city 
was bursting into suburbs. The great 
automobile factories spread out too. 
Shapero’s chain grew with them. 

The stores were low 
market operations. 


price, mass 

But Shapero wanted “quality” too. 
In fact, before Economical was four 
vears old he built “the finest drug 
store in the world.” 

This was the first unit of what was 
to become the Shapero chain. It was 
located in the new General Motors 
building, three miles from downtown 


Detroit. The building itself had all 
the earmarks of a large white, or 
gray, elephant. When — 


opened only 30 of its thousands « 
offices were rented. 

Whatever the quality of the rest 
of the merchandise, Nate decided it 
should offer one product better than 
could be had anywhere else in De- 
troit. He picked malted milk. 
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GM and its building are doing all 
right today. So is Shapero’s, Inc., 
which has stores in such locations as 
Pittsburgh’s William Penn hotel; the 
Netherlands-Plaza hotel, Cincinnati ; 
Cleveland’s Terminal. 

By Economical’s 10th birthday, in 
1928, 31 stores sold a volume of 
$1,722,561 and made net profits of 
$104,518, or more than 6%. Gross 
per store was about unchanged at 
$55,600, but net per store had risen 
to $3,436. . . . And in otherwise- 
dismal 1932, gross per store had 
climbed to $69,000 and net per store 
was a still-healthy $2,774. 

Today, Cunningham’s 111 units 
gross an average of $230,000 and 
net $13,300—both figures being 
twice as large as a decade ago. 

Present stores range in volume 
from less than $100,000 to $600,- 
000. But the first “$1 million store” 
is now being planned. 

Smaller units generally have the 
same departments as the larger. Ob- 
viously, though, they can’t carry all 
15,000 items. The complete Cunning- 


ham list, still growing, is 3,000 
larger than five years ago. 
Marshall’s merchandise range is 


similarly broad. Shapero’s and Schet- 
tler’s carry less. 


They Sell Many Lines 


Like every other alert retailer, the 
Cunningham group seeks new-type 
merchandise that may sell. However, 
when specific public demand has not 
yet been created for it, the buying 
decision rests largely on the reputa- 
tion of the manufacturer. And even 
then Cunningham’s will take it only 
on consignment. 

Basic departments of all the stores 
are prescription, drug, toilet goods, 
candy, cigar, and soda _ fountain. 
They don’t carry radios or major 
appliances, but they do carry such 
small appliances as irons and toasters. 

Cunningham’s ubiquitous buyers 
(who nose around at housewares, ap- 
pliance, toy and other showings) may 
push rules aside now and then in the 
interests of ‘‘bargains.”’ Recently, the 
stores sold aluminum kitchenware 
(which they don’t normally carry) 
at half the regular retail price. 

To sell Cunningham, Shapero or 
Schettler stores, the men to see are 
Purchasing Director Rudolph and 
these purchasing division heads: 

V. H. Terry, toilet goods and cos- 
metics; C. E. Bamford, cigars and 
candy; G. Long, drugs; E. L. Lucas, 
prescriptions; A. J. Houston, sun- 
dries; R. Striefling, supplies; W. E. 
Forth, ice cream manufacturing and 
coffee roasting, and G. Klett, photo- 
finishing. 


These men are located at Detroit 
headquarters, 1927 12th St. 

Although Marshall has similar 
headquarters in Cleveland, major 
purchases and contracts for all fou 
chains are made in Detroit. 

Buyers see salesmen each weekday 
morning, and devote afternoons to 
planning, programming and_ othe: 
work. For example, they must visit 
the warehouse often to check data 
that may be missing from inventory 
stock cards. 

The purchasing inventory card for 
every item is checked, with rapidity 
of sale, weekly or fortnightly, to de- 
termine re-order needs. 

On important purchases, several 
executives—usually Rudolph, Execu- 
tive V-P Larsen and Sales Director 
Fenton — decide jointly, and then 
start sales plans rolling for them. 


Scouting for Wares 


Cunningham’s has offices with As- 
sociated Chain Drug Stores in New 
York. Its buyers go there, and to 
Chicago, frequently, and otherwise 
keep in touch, Larsen says, “with all 
resources that may be developing new 
things for the drug trade.” In fact, 
they watch all types of stores for 
items that may be added. From clip- 
ping services they check ads through- 
out the country. 

Seasonable merchandise is studied 
nearly a year in advance. The buying 
of Christmas items usually starts in 
February ; of summer items, in Octo- 
ber and November, to allow ample 
time for distribution and sales and 
promotion planning. 

At one time or another Cunning- 
ham’s has acquired candy and _to- 
bacco manufacturing subsidiaries. But 
it hasn’t said much about them lately. 
Apparently it has no intention of 
creating its own rival to, say, the 
Big Five cigarettes—of which it sold 
in the first half of this year some 1.3 
billion units: Camel, 400 million; 
Lucky Strike and Chesterfield, each 
about 300 million; Philip Morris, 
165 million; Old Gold, 140 million. 

Today’s three manufacturing units 
are: 

Ice cream—350,000 gallons yearly ; 

Coffee-roasting, at a rate of 400,- 
000 pounds a year, and 

Photo-finishing —up 
prints a day. 

Ice cream is prepared both ‘for 
fountains and as one of the few take- 
out foods. Coffee is solely for foun- 
tain use. Photo-finishing—with dou- 
ble-size or Jumbo prints offered at no 
extra charge—gets people to come 
in at least twice. 

Among other operations, 
headquarters- warehouse 


to 60,000 


the big 
building 
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It’s time we got working mad! 


As we listen to the latest insults from 
Moscow, we’re likely to get fighting 
mad. 


Instead, we'd better use our heads 
and get working mad. 


It is clear by now that Stalin and his 
gang respect just one thing—strength. 
Behind the Iron Curtain they’ve been 
building a huge fighting machine 
while we were reducing ours. Now 
we must rebuild our defenses—fast. 


As things stand today, there is just 
one way to prevent World War III. 
That is to reearm—to become strong— 
and to stay that way! 


This calls for better productivity all 
along the line. Not just in making 
guns, tanks and planes, but in turn- 
ing out civilian goods, too. 


Arms must come first. But we must 
produce arms at the same time we 
produce civilian goods. 


We can do this double job if we all 
work together to turn out more for 
every hour we work—if we use our 
ingenuity to step up productivity. 


All of us must now make sacrifices 
for the common good. But we're 
working for the biggest reward of all 
—peace with freedom! 


FOR A FREE COPY OF “THE MIRACLE OF AMERICA” 
MAIL THE CC.PON to Public Policy Committee, The Advertising 
Council, Inc., Dept. B.P., 25 West 45th Street, New York 19, N. Y. 
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Avalanche: 
ournal 


ABC CIRCULATION OVER 


46,000 


The 32,570,496 lines of advertising 
carried by The Avalanche-Journal 
in 1950 is the third largest of any 
Texas newspaper. It reflects the 
tremendous buying power of this 
market, and the sales effectiveness 
of this newspaper. 


TEXAS DAILY PRESS LEAGUE, INC. 


National Representative 


What About 
Your Company's 


CHRISTMAS GIFTS? 


we'll be 


to send you a free reprint of our Oc- 


In case you missed it, glad 


tober Ist feature on Christmas gifts 
for customers and associates, includ- 
ing illustrations of 23 suggested gifts 
and “10 simple rules for gift giving 


in business.” 


Ask for a free reprint of When A 
Corporation Says ‘Merry Christmas” 
to Its Friends, and address your re- 
quest to SALES MANAGEMENT, 386 
Fourth Avenue, New York 16, N. Y. 


houses the “reclamation” unit, in 
which used packages, displays, etc., 
are converted into a net profit of 
$30,000 a vear. The company’s trucks 
take merchandise direct to all stores 
and return with reclamation mate- 
ee 

Nate Shapero took time to show 
me most of this, and to introduce 
me to a lot of Cunningham people. 

He realizes that morale starts with 
leadership and stimulation, co-ordin- 
ation and control. 

His associates say that Shapero is 
“always first down in the morning, 
last home at night.” He still manages 
to get into all the stores of all four 
groups at least once a year, and he 
goes to most sales meetings. 

He and other Cunninghamites 
range far for ideas. Executives are 
sent on trips to Europe for them. . . 
And every Friday, 22 of the head- 
quarters people, from Executive V-P 
Larsen to buyers, are assigned to 
visit four to seven stores each over 
the weekend, and report their find- 
ings on Monday. 

With the seven district supervisors, 
of course, this is a week-long job. 
Cunningham stores have four super- 
visors for Detroit and one for “‘out- 
side’ stores. Shapero and Schettler 
are separate divisions, and Marshall, 
under Larsen, is a different setup. 


The Staff's Pay Check 


The supervisors are nearly all col- 
lege graduates in pharmacy, who have 
risen from clerks. They have been 
with the company an average of 18 
vears. Store managers have been 
there an average of 12. 

Store managers’ “base pay” ranges 
with size of store from $6,000 to 
$10,000; assistant store managers, 
from $4,000 to $7,000; clerks’, 
$2,500-$4,000; soda servers, $1,500- 
$2,000, including meals and uni- 
forms. But there are other rewards 
and incentives. 

In his area, for example, the store 
manager is Cunningham's: He joins 
local clubs, works on community 
projects. 

Individuals in every job can “‘sell 
themselves” larger incomes and _ big- 
ger jobs. 

Over-all sales quotas for the 1950- 
51 vear were set at 10° above ac- 
tual sales of the vear before. More 
than 80° of all stores exceeded 
them. Bonuses, however, to managers 
and assistant managers, are based on 
five factors: 

1. Total sales volume; 

2. Gross profit on sales; 

3. Expenses—over which manager 
has some control ; 

4. Sales of ‘‘p.m.’s’’—higher-profit 


but usually! harder-to-sell ‘push mer- 
chandise’”’ ; : 

5. General efficiency of the man- 
ager and his staff. 

In the 1950-51 year all divisions, 
and most stores, passed quotas on 
‘“p.m.’s,”” which were set 20% above 
1949-50 volume. 

Separate sets of over-all quotas are 
fixed for stores;in six volume groups, 
from more than $500,000 to less than 
$100,000. These permit “‘basic bon- 
uses” ranging trom $2,500 to $500— 
divided 75€% for the manager and 
25% for the assistant manager. 

A store gets an extra bonus for 
every 1° increase in total sales 
above the quota’s 10%, and for 
‘‘p.m.’s.”’ For them the highest bonus 
potential is for a 20% sales increase. 

But sales incentive and stimulation 
start on the clerk and soda-server 
level, with the selection and training 
of the 1,700 people who are Cun- 
ningham’s to the public. 


Recruiting New Workers 


The personnel ‘division, under 
Lloyd Hunter, has headquarters in 
the main office and _ interviewing 
offices in four parts of Detroit. There 
a personnel interviewer not only takes 
applications and picks people but di- 
rects their traitiitig. The new employe 
is sent to a.training store, where peo- 
ple in each department are assigned 
to help him. The interviewer passes 
on his progress before sending him on 
a permanent assignment. 

Management men and pharmacists 
are chosen’. by the main personnel 
division. Usually they are recent col- 
lege graduates. Cunningham’s keeps 
track of promising pharmacy students 
in nearby colleges, puts.:them in stores 
on a part-time basis; pavs them a fair 
salary, and trains them in drug store 
management. 

In addition, each year, the com- 
pany picks four or five youhg men of 
exceptional promise for: four-year col- 
lege scholarships, paving alf their edu- 
cational expenses. “~" 

Newcomers are told that “‘being a 
Cunningham associate is a real 
opportunity fer growth .and_ indi- 
vidual accomplishment.” 

Associates ot three vears and more 
participate in a profit-shgring plan. 
About 1,200 of the-total 4,000° are 
now eligible for it. For eight years 
the company has contributed to the 
plan an average of 15% of its profits. 
By last December 31, after payments 
to heirs of deceased -participants, the 
profit-sharing fund stobd at $1.427 
million, or an average of $1,200 for 
each participant. 

But more immediate 
profits come from selling. 


individual 
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_____, _ than any 

[i773 other 

| | selling medium 
in the 

I Oregon Market 


For sizzling sales in the 

Big Oregon Market, 

it's The Oregonian — biggest 
newspoper in 


Pacific Northwest history! 


the Oregonian 


PORTLAND, OREGON 


The Great Newspaper of the West 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc. 


FIRST in Carrier-Delivered Circulation 
FIRST in City and Retail Trading Zone Circulation 
FIRST in the entire Oregon Market— with 


230,801 Daily and 285,026 Sunday 


lowest in milline rate 
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A 50-YEAR OLD 


to sell the profit slice 
of the restaurant field 


A big change is under way. More 
and more millions of Americans 
are taking their meals at fast 
food service eating places. 


A new market ...a “new” magazine 


To serve and sell the expanding fast 
food field, FOUNTAIN SERVICE has 
changed to FOUNTAIN AND FAST 
FOOD SERVICE and broadened its 
editorial scope. For 50 years it has 
led the way for fountains as they 
grew to a $2/% billion market. The 
leading magazine in the field, it will 
now cover all types of fast service 
operation. 


A bigger circulation = 

? : ' *s-Sr a> 
Now, FOUNTAIN AND FAST FOOD 
SERVICE is adding 10,000 to its 
circulation . . . the larger fast food 
service restaurants from coast to 
coast .. . bringing circulation up to 
40,000 with the January 1952 issue. 
New rates will take effect then, but 
advertisers will receive a bonus 
circulation until April 1952, on 
contracts received by the end 
of this year. 


The fast food service field is a 
skyrocketing market for fountain, 
cooking and service equipment and 
accessories, and for all kinds of 
food. The place to sell this big 
“profit slice’ of the restaurant 
business is in FOUNTAIN AND FAST 
FOOD SERVICE. 


The stores’ calendar of events, 
contests and specials for the “quiet” 
month of July, 1951, listed 11 types 
of month-long “money makers’ for 
salespeople, ranging from Hudnut 
hair items and Tawn cream to Obay 
deodorant and Revlon’s lipstick line. 
Compulsory display items, featured 
on the Cunningham-sponsored “‘Cay- 
alcade of Bands’ TV programs, in- 
cluded Stoppers, Heed and Fresh 
deodorants, H. B. lipstick, Lilt, Tint- 
air, and two Johnson & Johnson 
products. 

Among 21 items promoted by the 
chain’s Tele-News Ace (TV) in 
July—and duly emphasized in the 
stores—were lodent cosmetics, Bee- 
man’s gum, Kreml, Stopette, Odor- 
ono, La Palina cigars. In addition, 
one 10-day drive, among others, pro- 
moted Gillette. 

The month started with a full- 
page ad on Kyron, for reducing, and 
294 lines on Toni, both in the Sun- 
day Free Press... . Before an 11-day 
“carnival of bargains” got rolling on 
July 11, special emphasis had been 
given to such things as White Rain 
shampoo, Thomas hair conditioner, 
and Staze for false teeth. . . . Mean- 
while, allergy and moth products, 
footpads, books, and Pepsodent tooth- 
paste-and-brush and Coty combination 
offers were coming into their own. 

Perennial promotions are for Jum- 
bo prints and ice cream specials. 

Magazines such as Cosmopolitan 
and /[loliday are promoted as prod- 
ucts. Some calendars tie in with “The 
Saturday Evening Post values.” 


Incentives to Effort 


Every month’s calendar lists sev- 
eral luncheon and dinner meetings, 
for store managers or assistant man- 
agers and clerks, for soda fountain 
personnel, or sales forum graduates. 

The first “reward” for a salesper- 
son’s ability to keep from getting 
snowed under by all this would seem 
to be just the continuance of his job. 
But he may get prestige from reports 
by investigators for Willmark Serv- 
ice, who check his sales-alertness. The 
list of those rated 100% by Willmark 
appears regularly in the Cunningham 
News Ace—a recent issue of which 
cited 72 of them. 

From such efforts, month after 
month, the tangible rewards mount 
—especially on “p.m.’s.” 

In August, with McKesson & 
Robbins Cunningham’s held a 25-day 
“greatest sales show” on Bexel vita- 
mins. In addition to a “15% p.m.” 
bonus salespeople could win $6,000 
in merchandise and other prizes. A 
broadside urged them to “get into 
the prize ring.”’ For actual sales they 


got silver dollars plus a chance to 
“take a punch” on a big punch board 
for gift prizes. The more punches 
they had, the greater their chances to 
win one or more of the larger prizes 
—all valued at $39.95, and including 
Gruen watches, Toastmaster hospital- 
ity sets, Westinghouse roaster-ovens, 
Oshkosh luggage, rifles, radios. 
This summer a 10-day drive on 
Bonnie Belle lotion brought 10°: 
“p.m.’s” and $1,200 in merchandise ; 
a 15-day Toni and Bobbi contest 5“ 
“p.m.’s,” $2,500 cash prizes, plus 
prizes from $50 to $10 for displays. 
These “specials” are set by the 
manufacturers. Cunningham’s oper- 
ates under Fair Trade. It does not 
cut prices below F.T. minimums. 


Jumbo Makes News 


There are other ways of creating 
trafic and volume. 

For three decades Cunningham's 
has made ‘‘news.” 

In 1931, for example, when the 
automobile factories were laying off 
scores of thousands, Nate Shapero 
used the Economical-Cunningham 
merger as the springboard for a “good 
will campaign,” which brought in 
80,000 customers. 

Many promotions have been aimed 
at what he calls “winning tomor- 
row’s customers.” Various versions 
of Jumbo have helped. 

In 1932, on behalf of such collos- 
sal values as Jumbo banana split and 
Jumbo chocolate sundae, he rented a 
live elephant from a circus. The four- 
day cost was $1,700. With several 
pretty girls sitting near him under a 
beach umbrella, and enjoying Cun- 
ningham’s confections, Jumbo toured 
Detroit on a large flat trailer. 

This pachyderm has since given 
place to a mechanical Jumbo, for 
Jumbo photographic prints, which 
has aroused the enthusiasm of 100,- 
000 youngsters and uncounted adults. 
. . . The Cunningham people hap- 
pened to read about such a creature, 
several months ago, in Life. Ches 
Larsen contacted a friend in Blox- 
wich, England, who approached the 
manufacturer, Frank Stuart of Blue- 
gate Studio. For $8,000, the mechan- 
ical Jumbo—one of two in the wor'd 
—was produced for Cunningham’s. 
Jumbo has carried thousands of 
young Detroiters. 

Once Cunningham's imported in a 
chartered airliner 100 rhesus mon- 
keys, which it donated to Detroit's 
Belle Isle zoo. Then it added to the 
zoo’s population two trained chir- 
panzees—and Nate Shapero financed 
the building of a “theater” for them. 

This summer, Shapero failed D-- 


troit, dismally, when he could not 
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iade John Ringling North to let 
wningham’s. sponsor the three-day 
stiid there of Ringling Bros. and 
Bernum & Bailey Combined Shows. 

or each of three years, 1934 

sigh 1936, he entertained 40,000 
voungsters at an annual baseball 
perty at Navin Field (now Briggs 
Stadium). Cunningham’s backed ex- 
hibition games of the Detroit Tigers 
with the St. Louis Cards, New York 
(ants and Pittsburgh Pirates. ‘he 
kids got in for statements on such 
things as ‘‘Why my family takes 
\Ika-Seltzer” or why they buy at 
Cunningham’s, 

One 1934 entry came from Nate’s 
son Ray. It said: 

“I like Cunningham’s because my 
addy is president.” 

A change in Tigers’ policies ended 
this series. 

A lot of promotions, of course, 
have had automotive aspects. One 
ofered as prizes five Terraplane 
(Hudson) cars. And in a $1-million 
sale” the winners got 20 midget auto 
racers, 

The company and its president take 
seriously their responsibilities to com- 
munities and the nation. 

During the NRA period Cunning- 
ham’s ran newspaper ads to announce 
tull cooperation in this program to 
restore prosperity by shortening work 
hours and thus providing more jobs. 
One ad sought 50 each of registered 
pharmacists, assistant pharmacists and 
junior clerks, and ‘100 experienced 
soda girls.” This meant adding an 
average of three and one-half people 
tor each of the chain’s then 70 stores. 

\ decade later, near the end of 
World War II, this regional chain 
borrowed the up-front position of 
Lambert Co. in The Saturday Even- 
ing Post to offer honorably-discharged 
servicemen “free scholarships for fu- 
e pharmacists.” But especially it 
sought “youth with vision — sound 
young thinkers and inspired young 
dreamers” to “become interpreters 
and leaders of America tomorrow.” 

No man,” says Nate Shapero, 

ves unto himself.” He’ has tried 
to do his personal bit for the people 
ot what he calls “the biggest small 
vn in the world.” 
..\t various times he has led Jewish 
at | other philanthropies; has served 
as a Detroit fire commissioner and as 
a ‘nember of the State Board of Wel- 
; directed Wayne County re- 
ers’ programs for war bonds; 
rased funds for disabled veterans. 

n 1937, the year the Miller-Tyd- 

amendment authorized interstate 
ay eements in fair trade, the National 
ciation of Chain Drug Stores 
ted him president. 
hapero today is vice-president of 
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the group headed by John Ford to 
restore the Detroit Symphony. In 24 
hours the new group got 20 leaders 
to invest $10,000 each in it for three 
years. 

With $3 million from the city and 
$4 million from private contributors, 
Detroit will have a convention hall. 

The $1 million-a-year Cunningham 
advertising program includes $500,- 
000 for newspaper ads in Detroit 
and 17 other Michigan cities; $50,- 
000 for point-of-purchase; $50,000 
for outdoor posters—all handled di- 
rect under Advertising Manager 
Jayne; and $200,000 for radio and 
$100,000 for TV, through Simons- 
Michelson Co., Detroit agency. 


The Advertising Pattern 


Cunningham’s buys co-op advertis- 
ing with national advertisers at local 
rate. 

The chain’s schedule _ includes: 
Every Monday, a quarter-page in the 
Detroit Shopping News, and every 
other Monday 1,792 lines on toile- 
tries in the Free Press; every Tues- 
day a half-page “‘sock’”’ ad on one or 
two products in the Detroit News; 
every Wednesday seven columns full 
on 40 to 60 items in the Detroit 
Times and newspapers in other cities ; 
every Thursday, on 60 to 80 items, 
a full page in the Detroit News. 

And five days a week, in addition, 
Jumbo prints get six 28-line inser- 
tions daily in the News, five in the 
Times and four in the Free Press. 

The Michigan newspaper list in- 
cludes the Adrian Daily Telegram, 
Ann Arbor Daily News, Battle 
Creek Inquirer News, Bay City 
Times, Birmingham Eccentric, Cad- 
illac Evening News, Jackson Citizen- 
Patriot, Lansing State Journal, Mid- 
land Daily News, Monroe Evening 
News, Mt. Clemens Monitor Lead- 
er, Owosso Argus-Press, Pontiac 
Press, Port Hluron Times-Herald, 
Royal Oak Tribune, Saginaw News 
and Ypsilanti Press. 

Every month throughout Detroit 
Cunningham’s schedules 80 24-sheet 
posters. 

Radio and TV efforts lean heavily 
toward news and sports shows. In 
11 years the chain has sponsored more 
than 100,000 consecutive Cunning- 
ham’s News-Ace broadcasts. This 
series now runs 24 times a week over 
WXYZ (ABC), 25 times over 
WJLB and WCAR, 37 over 
CKLW (Mutual). 

Tele-News Ace goes on for 15 
minutes, three times a night, five 
nights a week, over WJBK-TV. 
“Thrill of Your Life” and National 
Soft Ball League games both are 
sponsored over WXYZ-TV Satur- 


day nights and “Sports Show” on 
WJBK-TV Monday through Friday 
nights. And for one hour Tuesday 
night, over WXYZ-TV, Cunning- 
ham’s brings Detroiters Buddy Rog- 
ers'and his “Cavalcade of Bands.” 

Ads in all media stress specific mer- 
chandise and ‘‘specials.”’ 

That congestion which M. Cadillac 
would see in the streets is composed 
largely of people running over to 
Cunningham’s to pick up something. 
And those large burdens which they 
pile into their strange carriages as 
they come out, suggest that their 
desires were broadened a bit, inside. 


HIRING SALESMEN? 


Write for a free sample of our 
specialized application blank 


In evaluating applicants for sales 
jobs, your company needs detailed 
information on the education, back- 
ground, sales experience and_indi- 
vidual characteristics of each pros- 
pective employe. 


To fill this need, SALES MANAGE- 
MENT has prepared specialized ‘‘ap- 
plication for employment” forms 
based on the opinions of a group 
of experts on hiring salesmen. 
These detailed four-page forms will 
give you all the basic information 
you need on each applicant. They 
have been approved by legal experts 
as conforming to the New York State 
anti-discrimination law, regarded as 
the strictest of any state in the nation. 


A free sample of this “application 
for employment” blank will be pro- 
vided, with a price list, on request. 
Write—SaLes MANAGEMENT, 386 
Fourth Avenue, New York 16, N. Y. 
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SUMMARY OF 1950 MARKET DATA FOR ALL INCORPORATED CITIES 
ESTIMATES FOR CITIES OF 2,500 PERSONS AND OVER 


POPULATION a PER CAPITA SALES —1950— NET EFFECTIVE 
Sina | eS eee eee IN DOLLARS BUYING INCOME 
as of ee a eT 
Jan. 1, 1951 
Tota! Food General Furn.- Auto- Drug NetEBI| Per Per 
Retail Stores Mer- House- motive Store | Total Food | G.M. | F.H.R. Auto Drug in Family | Capita 
Total Fam- S:les Sales chandise Radio Sales Sales million) | Income — 
ilies 
Bs 
Pop. over 1,000,000 17,591 5.329 | 20.300 4,628 3,161 1,274 2,936 537 | 1,154 263 180 72 167 31 | 31,699 5,949 1,802 
% U.S.A. 11.55 14.47. 14.37 18.90 16.34 9.99 14.68 15.87 
GROUP 2: 
Pop. 500,000-1,000,000 9,261 2,788 | 12,197 2,603 2,289 729 «2,117 345 | 1,317 281 247 79 229 37 | 16,248 | 5,829 1,754 
% U.S.A. 6.08 8.69 8.09 13.68 9.35 7.20 9.43 8.14 
GROUP 3: 
Pop. 250,000-500,000 8,979 2,799] 12,080 2,376 2,220 732 | 2,632 337 | 1,345 265 247 82 293 38 | 15,730 | 5,620 1,752 
% U.S.A. 5.90 8.61 7.38 13.27 9.39 8.96 9.21 7.88 
GROUP 4: 
Pop. 100,000-250,000 9,642 2,917] 12,643 2,677 1,737 838 2,674 346 | 1,311 278 180 87 277 36 | 15,781 5,409 1,637 
% U.S. A. 6.33 9.01 8.31 10.38 10.75 9.10 9.46 7.90 | 
GROUP 5: 
Pop. 50,000-100,000 9,333 2,782 | 12,243 2,675 1,423 753 «-2,671 316 | 1,312 287 152 81 286 34 | 14,871 5,345 | 1,593 
% U.S. A. 6.13 8.73 8.31 8.51 9.66 9.09 8.64 7.45 
GROUP 6: 
Pop. 25,000-50,000 9,263 2.768 | 12,021 2,643 1,194 667 | 2,792 316 | 1,298 285 129 72 301 34} 14,227 | 5,140 1,536 
% U.S. A. 6.08 8.57 8.21 7.14 8.55 9.50 8.64 7.7 
GROUP 7: 
Pop. 2,500-25,000 25,788 7,652 | 32.132 7,373 2,652 1,827 7,382 871 | 1,246 286 | 103 71 286 34 | 34,682 | 4,532 | 1,345 
% U.S. A. 16.93 22.89 22.90 15.85 | 23.43 25.12 23.81 17.37 
BALANCE OF U.S. A. 62.454 17,132 | 26,701 7,222 2,053 977. «6,181 590 428 116 33 16 99 9] 56,463 3,296 904 
% U.S.A. 1.00 19.03 22.43 12.27 12.53 21.04 16.13 28.27 
U. S. TOTALS 152,311 44,167 |140.317 32,197 16,729 7,797 29,385 3,658 921 211 110 51 193 24 1199,701 4,521 1,311 
| 


New SM Study Shows 


Where are the best markets for your product—big 
cities, medium size or small? Which ones are best for 
volume? Which are highest in quality? 


These questions and many others will be answered in 
SM ’s November 10 issue which will feature dollar and 
ranking figures of 844 U.S.A. cities and 46 Canadian 
cities, having 1950 sales volumes of $20 million or more, 
grouped by seven population classes; also rankings within 
the state of the entire list of 1,621 cities covered annually 
in SM ’s Survey of Buying Power. 


The highest per capita sales levels are no longer found 
in the large metropolitan cities, but rather in those of 
moderate size. There are two reasons for this: 


1. The large metropolitan cities have been most heavily 
hit by the decentralization of sales from the central city 
to suburban areas. Thus, the highest per capita sales of 
automobiles are found in cities with populations between 
25,000 and 50,000; the highest food sales per capita are 
in cities with between 2,500 and 100,000 persons; the 
highest per capita sales of furniture-household-radio 
(abbreviated in the table as F.H.R.) are in cities with 
between 100,000 and 250,000 persons, while the sale of 
general merchandise and drugs remains most heavily 
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Big Market Shifts 


concentrated in cities with between 250,000 and 1,000,- 
QUO persons. 


2. Per capita sales are of necessity based on the assump- 
tion that the city’s retail sales represent the purchases 
made by residents of the city, but in actuality many of 
the purchases may be made by people living just outside 
the municipal boundary, or in many instances by those 
living at a distance of 20-40-even 100 miles away. Broad- 
ly speaking, the small city—if it is an independent 
marketing entity—has a relatively larger trading area 
population than the big metropolis. Through a combina- 
tion of trade from farmers and the residents of hamlets 
and unincorporated places, the city of 10,000 or 20,000 
may draw the most substantial part of the purchasing 
of an additional 10,000 or 20,000 or even more, while 
it’s seldom, if ever; that the big city’s outside area has 
as many people as the central city. 


The decentralization tendency is also strikingly ie- 
vealed when one compares the 1950 percentages of pop t- 
lation by city-size group with those of 1940. Thus, «Il 
the city-size groups gained in relative importance sin°e 
1940 except for cities over 1,000,000, which with 12.1 '¢ 
of the total population in 1940, dropped to 11.6% n 
1950. 


SALES MANAGEMEDST 


a eas. rosk Retest occasion 


FOR ADVERTISERS . 


Cincinnati’s greatest advertising medium, with 
1,046,737 more lines of Total Display than the 


other evening paper, 3,181,948 more lines than 
the morning paper. * 


FOR READERS . 


a bargain matinee in news, with 1,840,973 more 


lines than the other evening paper, 1,313.85] 
more than the morning paper. 


NO WONDER . 


the Cincinnati Times-Star is read by more Greater 


“Media Records, Jan. 1 to Aug. 31, 195] 
00,- 2 

mp- 
ases 
y of 
side 
hose 
oad- 
dent 
area 
ina- 
ale ts 
000 


sing 


+) 


ie 


| its the TIMES-STAR JN: 


ss , VW. 
435 N. Michigan Ave., Chicago 
ichi ; WEST COAST: John E. Lutz Co., 
; GO 1: 333 N. Michigan Ave.; W 
NEW YORK 17: 60 E. 42nd St.; CHICA 


OC OBER 15, 1951 


MEDIA... AGENCIES... SERVICES 


NBC Re-Values Stations, 
Giving Flexibility 
To Advertisers 


The National Broadcasting Co. 
has redesigned the shape and content 
of its radio package for national ad- 
vertisers. No longer will an adver- 
tiser have to buy all of the network’s 
so-called basic radio stations. Accord- 
ing to Charles R. Denny, NBC ex- 
ecutive vice-president, the network 
now permits advertisers to select sta- 
tions of their own choice rather than 
minimum national groups designated 
by the broadcasting company. Replac- 
ing present policies on this subject is 
the provision that minimum purchase 
in network option time is a network 
representing 75% of the cost 
of the total continental network for 
the periods ordered. 

Other NBC _ plans contemplate 
changes in network option time ar- 
rangements which will provide the 
network with additional time to sell 
in the morning and will adjust other 


gross 


periods to conform better to the net- 
work’s sales needs. 

Another major change is establish- 
ment of the NBC “Minute Man 
Service’ under which the network 
will provide its affiliates with a large 
volume of network programs avail- 
able for sale by them in station time 
periods on a “pay as you sell” basis. 

Among the new sales procedures 
is one permitting advertisers to 
buy established network programs 
for a single broadcast, alternating 
week sponsorships, or non-consecutive 
broadcasts spread over a_ desired 
period. 

NBC also plans to add _ affliates 
in areas where improvement in net- 
work coverage is important from a 
sales standpoint. 

These changes grew out of a basic 
economic study of network policies 
and practices which was conducted 
by a special committee of station and 
network representatives. The study 
has been reviewed and endorsed by 
the NBC Stations Planning and Ad- 


PURCHASED .. . Stations WOW and WOW-TV, Omaha, Neb., are now owned by 
Meredith Engineering Co., a subsidiary of Meredith Publishing Co. Left to right: E. T. 
Meredith, Jr., vice-president and general manager of the publishing company; the 


Hon. 


Francis P. Mathews, Ambassador to Ireland, representing WOW Broadcasting 
Inc.; Fred Bohen, president, Meredith Publishing Co. Mr. Mathews remains on board. 


NEWLY ELECTED: Wm. J. McDonald 
(left) to president of Wendell P. Cotton 
Co., succeeding Wendell P. Cotton, now 
board chairman; Wendell P. Cotton, Jr 


(right) to be the executive vice-president. 


visory Committee, representing all 
network afhliates. 

A group of stations—40 to 50— 
which represent the most valuable 
NBC advertising outlets in the coun- 
try, are to be designated as “primary” 
stations. These stations were selected 
after ranking all network outlets on 
the basis of 18 separate tests includ- 
ing radio homes, BMB listening, re- 
tail sales in their markets, etc. The 
remaining categories of NBC’s sta- 
tions will be designated as “‘supple- 
mental” and “‘premium”’ stations. 


FRANK MILLER, former General 
Mills executive, is named marketing 
vice-president, G. M. Basford Co. 


Newspapers Promote 
Medium Via 
Their Own Pages 


‘To re-awaken and sharpen en- 
thusiasm for the newspaper as _ the 
basic advertising medium” among all 
media-buying influences is the design 
of an advertising campaign begun 
this month by daily newspapers of 
the United States and Canada. 

From coast to. coast, 538 newspa- 
pers have agreed to cooperate in te 
campaign. These papers account jor 
a total daily circulation of more thin 
30,000,000. 


The campaign, which has been p e- & 


pared by the Bureau of Advertisi:g, 
A.N.P.A., is being directed by 4 
joint committee representing the Bu- 
reau, the Newspaper Advertising 
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“,.. Nearly nine out of 
each ten of our employees 
are... participating in 


The Payroll Savings Plan.” 


E. J. HANLEY 


President, Allegheny Ludlum Steel Corporation 


“Systematic Savings offer the surest means of future security and we know 
of no better systematic savings plan than that afforded by payroll deduction 
purchases of U.S. Defense Bonds. Nearly nine out of each ten of our em- 
ployees are helping their country while they save by participating in this plan.”’ 


There are three easily understood reasons why 88% 
of Allegheny Ludlum’s 14,378 employees are enrolled 
in the Payroll Savings Plan: 


* the recognition by Mr. Hanley and his associ- 
ates of the Payroll Savings Plan as a major con- 
tribution to America’s Defense effort . . . an im- 
portant, stabilizing factor in our national econ- 
omy ...a road to personal security for Allegheny 
Ludlum employees. 


* Allegheny Ludlum’s person-to-person canvass 
f employees, which put an application blank for 
he Payroll Savings Plan in the hands of every 
nan and woman on the company payroll. 


* the patriotism and sound sense of the Allegheny 
Ludlum employees who know that every doliar 
they invest each month in U.S. Defense Bonds is 
a double duty dollar —it helps to keep America 
strong ... it builds personal security for the 
employee. 


If employee participation in your Payroll Savings Plan 
is less than 50% ... or if you are one of the relatively 
few industrial companies that does not have a Payroll 
Savings Plan, phone, wire or write today to Savings 
Bond Division, U.S. Treasury Department, Suite 700, 
Washington Building, Washington, D.C. You will gei 
all the assistance you may need to place your company 
among the thousands of companies that have 60, 70, 
80%, even 88% participation in the Plan That Protects. 


The U. S. Government does not pay for this advertising. The Treasury De- 


partment thanks, for their patriotic donation, the Advertising Council and 
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Executives Association, the American 
Association of Newspaper Representa- 
tives, and the National Newspaper 
Promotion Association. The commit- 
tee, appointed by the Bureau’s board 
of directors, is headed by Maj. Gen. 
J. O. Adler of The New York 
Times. 

The audience to be reached, as 
outlined in the plan, is ‘‘all the people 
who are influential in the ultimate 
selection of advertising media.” This 
objective puts particular stress on 
such influences as manufacturers’ 
divisional managers and_ salesmen, 
distributors, _ retailers, 
chain store buyers, etc. All of these, 
it is stated, can be reached more 
readily and more consistently through 
newspaper advertising than by any 
other means. 

Because of the nature of this pri- 
mary audience, the advertising copy 
is broad in approach and_ indicates 
how the newspaper touches upon and 
affects the life of Americans every 
day. The appeals will thus differ 
sharply from most conventional me- 
dia promotion. As the campaign de- 
velops, it will become aggressively 
competitive toward other media. 

\lats of the ads are being provided 
by the Bureau at cost to participat- 
ing newspapers. They are available 
in three sizes—full page, 1,000 lines 
and 600 lines. 


wholesalers, 


RALPH LINDER, vice-president in 
charge of marketing and plans board 
member, Kenyon & Eckhardt, Inc. 


“Supermarketing" Service 
By WCBS for Food Chains 


“WCBS Supermarketing,’ a new 
merchandising service for products 
stocked by grocery stores, and involvy- 
ing tie-ups with key grocery chains, 
is now underway in the New York 
metropolitan area. 

The new merchandising service, 
according to Carl Ward, general 
manager of WCBS, CBS-owned ra- 
dio station in New York City, ar- 
ranges for grocery products adver- 
tised on, and designated by, WCBS 
to receive special in-store display in 
approximately 1,300 key grocery 


stores in the area, subject to store 


INNOVATIONS in grocery promotion plans (new mat service, etc.) of Ladies’ Home 


Journal being discussed by the magazine's director of grocery merchandising, Tom Raser 
(seated), with (L. to R.) Newlin B. Wildes, publication manager, Boston office; 
Carroll Johnson Journal research director; H. A. Dingwall of the New York City office. 


management approval of the product, 

In its simplest terms, the serv ce 
delivers in-store promotions to adv«r- 
tisers for which many have been ac- 
customed to paying an established ‘ee 
according to individual chains’ poli- § 
cies. 

Generally speaking, an advertiser 
can qualify for the WCBS service 
by contracting for $1,500 weekly jor 
13 weeks. “Supermarketing” is also 
available on a proportionate basis to 
advertisers whose budgets will not 
allow this expenditure weekly. 

Among the chains included in the 
WCBS “Supermarketing”’ plan, with 
the number of stores, are: A&P 
(742); Bohack’s (250); Grand 
Union (127); Dilbert’s (67) ; Food 
Fair (41); King’s (20); Shopwell 


(18). 


The plan is flexible, says Mr. 
Ward; consideration is given when 
not all products are stocked by all 
stores and this is reflected in a re- 
duced ratio of charges involved. The 
plan is available to seasonal sponsors 
as well as to long-term clients. 

Mr. Ward points out that there 
are no restrictions on the type of 
facilities which WCBS will offer for 
the “Supermarketing” service. They 
may be programs, participations or 
station breaks—whatever may be open 
at any given time to be purchased 
at the advertiser’s discretion. 


SPECTACULAR for The Grand Union 
‘Co. is flashed up over Broadway in New 
York City as general sales manager Wi 
liam W. Brady switches on sign with 
potential audience of 1!!/2 million people 
half New Yorkers, 


50-mile radius, remainder nation-wide 


one-fourth from 
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“IIs Surveying Buying Power 


SUPER 


Ar. When more than 70% of a publication’s full-page advertisers consistently 
hen use its pages for over 20 years, then definite proof is provided of a high 
and sustained readership rating — plus buying power. 


he A carefully screened circulation and a well-balanced editorial diet are 
responsible for this exceptional standing of TIRES Service Station. GOOD 


ere Editorial contents are made to order for the relatively small number of quality tire dealers 


of who actually have the real buying power in the industry. Selected tradesmen are provided 
tor with selected reading material, quite distinct from the paper presenting a hodgepodge 


editorial coverage, hoping to hold the interest of the varied mass retail outlets, which 
because of their greater numbers must individually have lesser buying power. 


sed With this select editorial presentation it is only natural that a high readership has been 
developed in TIRES Service Station and year-in-year-out advertising support earned 
from concerns that closely 
measure their sales promotion 


expenditures. The modern quality tire dealer is an 
automotive merchant who sells and 
services a wide variety of items 
q awe ‘ appealing to car and truck owners, 
' lets you will find the quality Television, radio and electrical appli- 
circulation of TIRES Service Sta- ances are merchandised just as com- 
tion can do a good job for you. pletely as are tires, tubes, batteries, 
spark plugs, seat covers, car floor 
mats and the other things so readily 
associated with motor vehicles. Of 
course, he is a prospect for the pur- 


If you have a product that can 
be marketed through these out- 


Let us give you the details about 
this business paper which for 
more than 30 years has main- 


i tained top readership rating chase of any sort of office and 
4 and a corresponding advertis- shop equipment that will insure the 
F ing response from a field with speedy and efficient operation of 


high buying power. his business. 
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| READERSHIP IS THE GAUGE OF ADVERTISING VALUE 


382 FOURTH AVE. NEW YORK 16, N. Y. 


PUBLICATION 


“All About Baby” 
Goes National Via 
65 Newspapers 


“All About Baby,” newspaper edi- 
torial type co-op advertising column, 
now appearing in The Philadelphia 
Inquirer, is to go national early in 
1952, in major market Sunday news- 
papers with an estimated circulation 
of 20,000,000. 

The column by Mrs. Don Greg- 
ory made its debut in Philadelphia 
last March and has appeared every 
week since. According to O. L. Helf- 
rich, national sales manager, it is be- 
ing expanded at the request of ad- 
vertisers. 


CREATOR of "All About Baby” ad 


column, Mrs. Don, and Barbara, Gregory. 


Conceived by a young mother, 
“All About Baby” got its start when 
Mrs. Gregory started having a baby 
of her own. When she began to plan 
for her baby’s arrival, she realized 
that she didn’t know one brand name 
from another in baby products. Here 
was a consumer planning to spend 
hundreds of dollars on “baby’s trous- 
seau.”” Yet she had to depend almost 
entirely on the advice of salespeople 
when it came to making a_ brand 
choice. 

Mrs. Gregory then decided that 
telling mothers about baby products 
via newspapers would both help the 
mothers and bring improved sales re- 
sults to advertisers. 

In Philadelphia the column clicked 
from the start for such advertisers as 
Libby’s Baby Foods, RCA for chil- 
dren’s records, Dy-Dee Wash Diaper 
Service, Abbotts Milk, Edwards 
shoes, and even sold Bobrow cigars 
for expectant fathers. 
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Starch ratings have been approxi- 
mately seven times as high as the 
average ad in The Inquirer. 

In going national, “All About 
Baby” is designed to help advertisers 
isolate and reach the majority of the 
nation’s 8,600,000 mothers of the 
10,500,000 babies under three years. 
The column will be placed on the 
woman’s or society pages of approxi- 
mately 65 Sunday newspapers with 
20,000,000 families. Each newspaper 
will carry the column exclusively in 
its market. Line rates are to be about 
$50 per line, with a three-inch mini- 
mum and a seven-inch maximum. 

“All About Baby” is represented 
by O. L. Helfrich, national sales 
manager, at +5 West 45 Street, New 


York City. 


Four Networks and Their 
0&0 Stations Join BAB 


The four national networks have 
enrolled simultaneously in Broadcast 
Advertising Bureau, Inc., the indus- 
try’s organization for promotion of 
the radio medium. 

In addition to enlisting their net- 
works as active members of BAB, 
American Broadcasting Co., Colum- 


bia Broadcasting System, and Na- 
tional Broadcasting Co. have now 


also enrolled all of their owned and 
operated stations in membership. 


Those of CBS and NBC have been 


Once Ur 4 
a DECCA record a2 


St. eee 


At AVA ARIK CH ALL SPEEOS 


RECA RECORES FOE CHORE 


HEART IS TARGET of Decca Record's 
point-of-sale display during October in 
monthly series by Einson-Freeman Co., Inc. 


active members since April 1, 1951. 
Enrollment of ABC owned and op- 
erated stations is effective with the 
network’s membership. In the case of 
Mutual Broadcasting System, all of 
its stockholder stations are members. 

Combined dues of the four net- 
works and their owned and operated 
stations will increase the Bureau’s 
revenue during the next 12 months 
by approximately $172,000. 


FIRST R.O.P. color ad to be published in the Washington (D. C.) Times-Herald was 
a Charter Oak Straight Bourbon page appearing in September. Mark Dietz (left), 
sales manager of Continental Distilling Corp., and George R. Titus, assistant adver- 
tising manager of the Times-Herald watch the event which underscores one of the 
newspaper's improvements since the addition of its new $3,500,000 annex building. 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Uludomilic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 


More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


MARKET STATISTICS, INC. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details. For further information on how to use 
the Survey of Buying Power on IBM cards, write 
or phone Dr. Jay M. Gould, MARKET 
STATISTICS, INC., 432 Fourth Avenue, New 
York 16, N. Y. (Telephone Mu. 4-3559) 


TOBER 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 


432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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ADVERTISEMENT 
REPRINT 
from 


JUNE Ist ISSUE 


48. "At All the Better Stores" 


Three New York Jewelry Stores 
and Stern Brothers Department 
Store 


The consistent advertising of 
Richelieu Pearls in The New York 
Times Sunday Magazine registered 
with us when we set out to buy a 
birthday gift for our daughter. The 
ads said we would find the product 
at all the better stores. 

Tirst we tried Busch’s, a large 
chain. Without making any attempt 
to find what had attracted me to 
Richelieu or saying 


line,” 
with 


site Macv’s. Here thgA&alesman ad- 
mitted that Richeligf# was a very fine 
line. but asked Mie might show their 
featured lyf@m@%vhich turned out to be 
Trifari, 


THIS DOESN'T 
HAPPEN 1//,.,, 
Al Wha fil ufa clu rer 


“ses “Our Plan” 


DO YOU WANT TO 
SEE AN ACTUAL FILE 
ON HOW WE DO IT? 
We'll Send It To You 
NO ONE WILL CALL 


Write To 


= So. OZONE PARK 20, N. Y. = 
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Statement of Ownership 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, AND CIRCULA- 
TION REQUIRED BY THE ACT 
OF CONGRESS OF AUGUST 24, 
1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933, AND JULY 2 


1946 (Title 39, United States Code, 
Section 233) 


Of SALES MANAGEMENT published semi- 
monthly on the Ist and 15th except in 
May and November when it is published 
on the Ist, 10th and 20th at East Strouds- 
burg for October 15th, 1951. 


1. The names and addresses of the 
publisher, editor, managing editor, and 
business managers are: Publisher, SALEs 
MANAGEMENT, INc., 386 Fourth Avenue, 
New York 16, N. Y.; Editor, Philip Salis- 
bury, 386 Fourth Avenue, New York 16, 
N. Y.; Managing editor, A. R. Hahn, 386 
Fourth Avenue, New York 16, N. Y.; 
Business manager, Raymond Bill, 386 
Fourth Avenue, New York 16, N. Y. 


2. The owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding 1 percent or 
more of total amount of stock. If not 
owned by a corporation, the names and 
addresses of the individual owners must 
be given. If owned by a partnership or 
other unincorporated firm, its name and 
address, as well as that of each individual 
member, must be given.) SALES MANAGE- 
MENT, INc., Raymond Bill, Edward Ly- 
man Bill, Randolph Brown and Philip 


Salisbury, all at 386 Fourth Avenue, New 
York 16, N. Y. 


3. The known bondholders, mortgagé¢es, 
and other security holders owning or hold- 
ing 1 percent or more of total amount of 
bonds, mortgages, or other securities are: 
(If there are none, so state.) None. 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the afhant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and _ security 
holders who do not appear upon the books 
of the company as trustees, hold stock and 
securities in a capacity other than that of 
a bona fide owner. 


5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
(This information is required from daily, 
weekly, semiweekly, and triweekly news- 
papers only.) 

PHILIP SALISBURY 
Editor. 

Sworn to and subscribed before me this 

24th day of September, 1951. 


[SEAL ] Helen M. Verlin 
(My commission expires March 30, 
1952.) 


Our OFFICE OF INTERNATIONAL TRADE has invited 12 men to 
this country for a tour of packaging firms. ‘““The Netherlands Paper 
and Board Packaging Mlission’”’ expects to learn, from whatever 
American know-how can contribute, how to meet the increased 
demand placed upon their packaging industry arising from defense 
production. Raymond Loewy Associates made the initial presenta- 
tion to the group (above) and briefed them on the scope of package 


design in the U.S. 


Delegates, here from September 17 to October 26, must deter- 
mine ways of conserving critical materials in their homeland by using 
paper and board as packaging substitutes. Meanwhile, the manager 
of Loewy’s London office is touring the Continent (this side of the 
Iron Curtain) with a display of American packaging. In reverse, 
the same purpose will be served there: to help other countries solve 


packaging problems. 
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WANTED MERCHANDISING MANAGER 
For large, successful Southern Brewery, whose 
product is highly advertised and a leading seller 
in their markets. Age 30-45. Brewery experience 
unnecessary. The man we want is now employed 
in merchandising and sales promotion in the 
food or kindred jndustry. Must locate in Louis- 
ville and be willing to do necessary traveling. A 
hig opportunity for right man. Salary open. 
Send full details and photo if possible. Box 2813, 
Sales Management, 386-4th Ave., N.Y.C. (6. 


ASSISTANT SALES TRAINING DIRECTOR 


wanted to assist in developing and installing pro- 
grams for family and bakery flour salesmen, soon 
take over their administration and service, and 
eventually become director or move on to one of 
several sales management positions. Must have 
had successful outside selling and sales training 
experjence, including office and field, and have 
written sales training and promotional materials. 
Salary open, preferred age 26-36. Write full 
particulars and salary expected to Box 28/2, 
ah Management, 386 Fourth Ave., New York 
16. N. Y. 
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COMMENT 


NO SALE, MR. WIETING! 
Headline from The New York Times: 


Return of High-Pressure Salesman Urged 
To Increase Book Sales in Rural Areas 


The gentleman being quoted is O. Maurice Wieting 
of the Ohio Farm Bureau, who spoke before a conference 
on rural reading held in Washington, D. C. Mr. Wiet- 
ing noted that one of the best-sellers among Ohio farmers 
is a $7.50 book on teeding livestock . and he saw this 
as an indication that farmers are willing to pay well for 
a useful book. ‘The old high-pressure book salesman 
used to do a good job,” the speaker is quoted as saying. 
And he followed with the suggestion that the high-pres- 
sure artists be brought back, or that bookmobiles be sent 
out with books to sell. Panel members, at another point 
in the meeting, agreed that the machinery for book dis- 
tribution needed to be extended in rural areas if sales 
were to be improved there. 


We agree with Mr. Wieting on his idea for book- 
mobiles, but we take exception to his belief that “the 
old high-pressure book salesman” will do anything con- 
structive to help the book industry build volume out in 
the farm country. We believe that the “old high-pressure 
salesman” is a gone goose, and that those of his ilk who 
are left are due for extinction. What the book industry 
needs (The panel members are right.) is better distribu- 
tion in rural areas and sound modern merchandising. 


Because the more thoughtful segments of the sales pro- 
fession are trying so hard to live down the ill will and 
justifiable public criticism of all the things which are 
lumped under the term “high-pressure,” we regret Mr. 
Wieting’s invocation of the term. He’s in the position of 
recommending a nostrum for a disease which can better 
be cured by careful diagnosis and the application of sound 
sales and advertising principles. 


WHERE TRAINING FALLS DOWN 


Sales and management consultants tell us that many 
of the manpower problems they encounter in medium 
and small-size companies stem from a lack of a clear 
definition in the minds of management of what does, and 
what does not, constitute adequate sales training. 


The point of confusion is this: These companies do 
not distinguish between product information and infor- 
mation on the technique of salesmanship. The average 
sales training plan—if there is such a thing—leans far 
too heavily on product information and does not include 
nearly enough meat-and-potatoes information on the struc- 
ture of a sale, organized presentation to prospects, and 
painstaking follow-through. It’s one thing for a salesman 
to have his head crammed with technical data about the 
product and what it will do. It’s quite another thing for 
him to know what to do when a prospect says he can’t 
afford expenditure, or when he presents a reciprocity 
argument, or stalls just before the stage of commitment, 
to mention but three typical selling situations. 
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We suggest a careful analysis of what you're ow 
giving your salesmen either in the form of printed intel- 
ligence, or in meetings, to learn what proportion of the 
total is now product information, and what proportion 
is technique. What is a desirable proportion will depend 
on the nature of your business; if products are technical, 
then the proportion of product information will neces. 
sarily be higher. But in the main: If only 15 or 20% of 
vour training is now devoted to improved sales tech- 
niques, you are not meeting the needs of the sales force, 


THE TREND IS AWAY FROM CENTER 


The table and text on page {56 show a significant 
change in the retail sales pattern since 1940. The greatest 
growth in population and sales has occurred in smaller 
cities, particularly in suburban areas, and Census officials 
forecast an accentuation of the trend during the fifties. 


A survey made by Department Store Economist among 
496 owners indicates that department stores are taking 
the movement seriously. Seventeen per cent of all depart- 
ment stores now have suburban branches—10% of the 
small ones, 31% of the very large ones—with an average 
of 3.3 per store. Those with branches are planning more 
branches (51%) and of the 83% that do not have 
branches, a fourth of the large and many of the small 
ones, plan to follow their customers to the outskirts. 


While in the main these changes do not represent any 
shift in the balance between one major market area and 
another, they do call for realignment in the working 
schedules of salesmen, with perhaps fewer hours spent in 
downtown districts and more in outlying areas. Most 
certainly the shifts call for a reexamination of local ad- 
vertising media to make sure that circulations are well 
balanced between the central city and its satellite areas. 


SELL YOUR SALESMEN 
YOUR AD PROGRAM 


Don B. Hause of Armour & Co., chairman of the 
committee in charge, told the ANA annual meeting last 
month that some 600 salesmen of 36 national advertising 
companies want, especially: 

1. More “local” advertising. 

, 


2. More information and tools to help them make 
most of ‘“‘national’’ advertising. 


Both add up to the fact that Salesman John J 
must put the advertising to work for him, and the 
pany, in Kenosha or Kalamazoo. 


Millions of circulation and billions of impressions s: 
fine . . . but how many and what types of reade: 
listeners do they provide here? How many customers 
prospects of my dealers do they stir? 


The salesmen—and their dealers—also want tc 
information about advertising plans early enough 
specifically enough to put them to work at poin- 
purchase. 


SALES MANAGEM 


